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Wiggers answers critics: more agency cost accounting 
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Why Coal lye is the top 


coal mining publication 











and first choice of advertisers 





EDITORIAL 














«4 Alert, modern editorial content. You can't i. * PAID CIRCULATION 
Be measure editorial content with a yard- ie & More paid circulation to the coal mining 
f stick but in 1952, COAL AGE had 205 more industry than any other publication 
E pages than the next paper — 33% more. (13,711 ABC. June 1953). 
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DISPLAY ADVERTISING 









( 50% more display advertising — 658 pages CLASSIFIED ADVERTISING 
more than the next publication. 157% more classified advertising . . . 

¢ 302 advertisers, 51% more than the next 42 pages more than the next paper. 

es paper. 






130 exclusive advertisers. 
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ADVERTISER SERVICES 


Coal Mining Directory —the only authoritative anrual directory of the coal mining industry. 
Monthly News Bulletin Service—contains data on new developments and changes in the industry. 

5 Directory of Manufacturers’ Agents, Distributors and Supply Houses Serving Coal Mines. 
a Coal Age News—a monthly publication on news and developments in coal mining, free on request, written 
especially for makers and sellers of coal mine equipment and supplies. 












92% of the 


nation’s fuel reserves 







is recoverable coal 


A McGRAW-HILL°PUBLICATION, 330 WEST 42nd STREET, NEW YORK 36, W. Y. 
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The main source for quality 
Sales Productive Inquiries 


THOMAS REGISTER PAID SUBSCRIPTION CLIENTELE 
IS CONCENTRATED AMONG THE COMPANIES THAT 
ACCOUNT FOR BETTER THAN 60% OF THE TOTAL 
INDUSTRIAL PURCHASING POWER OF THE JU. S. 


(See latest ABC statement for circulation details) 


In_ terms of purchasing power and volume of purchasing 
Thomas Register far exceeds any other such publication. 


10,384 ADVERTISERS USE SPACE IN 1953 EDITION 


This is a greater number of advertisers than the total who use space in all 

other industrial publications and directories combined. It will certainly pay 

you to find out why such a vast number of advertisers use Thomas Register 
for their product descriptive sales messages. 


TO REACH THIS VAST POTENTIAL 
WITH THE 1954 ANNUAL EDITION - 
YOUR COPY IS REQUIRED AT ONCE! 


Circulation ABC Current 1953 Edition 20,160 


Resale of 2 and 3 year old copies, not included in 
Average continued use of \ ABC Circulation statement, plus copies passed inter- 
each copy exceeds two years plant to divisions, branches, etc. (very conservative- 
( ly estimated). 30,000 


TOTAL COPIES IN USE* "50,160 


| 
} 


Every copy ordered and paid for! 
CHAIN BELT 


aliay == @ THOMAS @ 


96% PAID CIRCULATION 





Thomas Publishing Company 
461 Eighth Avenue, New York 1 


October 1953 /1 
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LISTS EVERY KNOWN PRODUCT 
.. All Manufacturers 


ALL NEXT YEAR 
The Key Men You Must Sell 
Will Be Using This Invaluable Product Reference 


If you rate this field important to your 
company's sales—then by all means 
present your product data in HP&AC's 
January Directory Number. 

Do as other manufacturers do—detail 
each of your products, give capacities, 
dimensions . . . include complete, intelli- 
gent information from which consulting, 
plant and building engineers can spe- 


and their addresses 
.»- All trade names 


PUBLISHED ANNUALLY SINCE 1931 
...Subscribed to and paid for by 
the 17,000 Engineers, Contractors, 
Wholesalers and Manufacturers 
who control this $2,000,000,000 
industrial, Commercial, Public and 


Institutional Building Market. 


cify—from which companies, building 
managements and contractors can buy. 

You can insert your present product 
literature, or we can print what you re- 
quire. Either way, the cost is surprisingly 
low—both agency and cash discounts 
applying. 

Act Now! Shall our nearest represen- 
tative call, or do you want Explanatory 
Bulletin shown at left? 


KEENEY PUBLISHING ¢ 6 N. MICHIGAN ¢ CHICAGO 


AIR CONDITIONING HEADQUARTERS 


NEW YORK: 1734 Grand Central Terminal 


CLEVELAND: 3734 Woodridge Rd. LOS ANGELES: 672 s. LaFayette Park Place 
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Industrial Marketing 


For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 


G. D. Crain Jr., Publisher Annual Market Data and Directory Number 
. in, Editor 
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Sears opens industrial store . . Bert Enos 
What's in a photo? Gulf finds out .. boosts readers 7 Employe communication mpany ed- 
British industries giving U.S. run for money . . Mii! 
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Women earn place in industrial advertising . . Frederick B 
Place responsibility on industrial ad agencies . . |! 
$250 publicity drive pulls seven inquiries a day for year 
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Towmotor presi 
Companies average 0.1% of sales for market research ent covers big territory with mail piece 


mark highway, heav 
Management disagrees on tax-free reserve for advertising . . forum eens get ‘ sf 


strong 
rt Ike pushes de 


Sylvania bombards dealers with mail . . persuades them to push drive 
efficiency, cui costs 


Commerce field offices offer market data . . 5S! 
Desoutter breaks all rules . . and looks good doing it 


Insley salesmen shoot photos for industrial campaign . . co’ 





Published monthly except June, semi-monthly 

by Advertising Publications, Inc., at 200 E 

Illinois St., Chicago 11, U. S§ 
ADVERTISING OFFICES ws . 


CHICAGO 11 
200 E. Illinois St. * DElaware 7-1337 Single copies 25 cents, except June 25 issue, 
NEW YORK 17 which is not sold separately. Subscription 
/ rates: One year $3, two years $5, three years 
801 Second Ave. * MUrray Hill 6-8180 $6. No postage for United States or U. § 
SAN FRANCISCO 3 + gestae me Canada or Pan-America. Add 
* s 2 per year for stage to all f - 
Simpson-Reilly, Lt.* 814 Central Tower* 703 Market St.* DOuglas 2-4994 tries. Entered capers ot am ae “the 
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PPLIANCE '_ANUFACTURER 


av COMPANY, Ive Here’s how American Emblem Co., 
yMBh ; leading manufacturers of name plates 


ah wt Ric and decorative trim for the appliance 

M industry feels about Appliance 
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an inquiry from a very prominent 


manufacturer" 


——._*The first we had had from him.” 


peer 
41 ets your fie 


-_ ‘Two weeks later, received his 
ace 


aseiet ’ 


first order.’ 


. amounting to more than 50 
times the dollars and cents spent on 


’ 


space and production costs.’ 
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THANK YOU, MR. ROBERTS! 


We're glad you got the business! 
That's what Appliance Manufacturer 
is for! Thanks, also, for telling us of 


your advertising success! 


Appiriance ManuFractu 


NEW YO RK ° 














You bet it is! Not only for advertisers in APPLIANCE 
MANUFACTURER but for APPLIANCE MANUFACTURER 
as well. Take a look at our FIRST HUNDRED adver- 


FIRST 100 ADVERTISERS 


AIRTHERM 

APPLIANCE ENGINEERING 
ARTOS ENGINEERING CO 
AMERICAN NAME PLATE 
AMOS MOLDED PLASTICS 

A & K TRADING CO 
AIRCRAFT-MARINE 
AMERICAN CHEMICAL PAINT 


AMERICAN GENERAL THERMOSTAT 


AUTOMATIC NUT 

AMERICAN EMBLEM CO., INC 
AMERICAN LAVA CO 
ARK-LES SWITCH 


BEAD CHAIN 
BRISTOL MOTOR DIVN 
CAMCAR SCREW 
CENTRAL SCREW 
CHICAGO CAR SEAL 
CLARK EQUIPMENT 
CRANE PACKING 
W. M. CHACE CO 
CINCINNATI CLEANING & 
FINISHING CO 
CORNING GLASS 
CINCINNATI SHAPER CO 
CONN. TEL. & ELEC 
DREIS & KRUMP 
DANO ELECTRIC 
DOLLIN CORPORATION 
ELCO TOOL & SCREW 
EATON MFG. CO 
FERRO ELECTRIC CORP 
FAIRMOUNT ALUMINUM 
FOSTORIA PRESSED STEEL 


GUSTIN-BACON 
GAYLORD CONTAINER 
GEOMETRIC STAMPING 
GENERAL ELECTRIC CO 
GRIES REPRODUCER CO 
GEAR SPECIALITIES 
GENERAL CONTROLS 
GLIDDEN CO 


HARRINGTON & KING 
PERFORATING 
HINDE & DAUCH 
HART MFG. CO. 
HEYMAN MFG. CO. 


INLAND STEEL 

INDUSTRIAL FILTRATION CO 

INTERNATIONAL STAPLE & 
MACHINE 

INTERNATIONAL PAPER CO 

INTERNATIONAL NICKEL 


L. R. KERNS 


LAMSON & SESSIONS 
LANCASTER LENS 
LORD MFG. CO. 

LUX CLOCK 


MOTORESEARCH 
MARSCO 

GEO. B. MAYER 
MIDWEST MOLDING 

R. C. MAHON 
MONARCH ALUMINUM 
McCALL’S MAGAZINE 
MILFORD RIVOT 





NEW ENGLAND MICA 
OHIO RUBBER 


PHEOLL MFG. CO 
PYRAMID MOULDING 
PLASTIC RESEARCH 
POSITIVE SAFETY MFG. CO 
PAWLING RUBBER 

PIVOT PUNCH & DIE CORP 
PROCTOR ELECTRIC 
PALNUT CO 


QUADRIGA MFG. CO 


RANSBURG ELECTROR COATING 
co. 

REYNOLDS METALS 

RUPERTS DIECASTING 

RYNEL CORP 

RATHBORNE, HAIR & RIDGEWAY 

ROGAN BROS 

ROLL FORMED PRODUCTS 

ROBERTSHAW-FULTON 

M. H. RODES INC 

RUSSELL, BURDSALL & WARD 
BOLT & NUT 

SET SCREW & MFG. CO 

SESSIONS CLOCK CO 

SORENG 

STANDARD STAMPING & PERF. CO 

STERLING BOLT CO 

STONE CONTAINER CORP 

SHERWIN WILLIAMS 

STEVENS MFG 

SIMMONS FASTENER 

STILL-MAN CO 


201 NORTH WELLS STREET 
CLevecans 





and is business good? 


tisers—and these leading advertising agencies 


TUTTLE & KIFT 

TOMIC SALES & ENGINEERING 
THERM-O-DISC 

THATCHER GLASS MFG. CO 


AGENCIES 


THE ADVERTISING CORP 
ALLEN ADVERTISING 
ANDERSON INC 

JOHN FALKNER ARNDT & CO 
WESLEY AVES & ASSOC 
S.C. BAER & CO 

G. M. BASFORD CO 
BELDEN & HICKOX 

FRED P. BINGHAM ADV. CO 
BOHNETT CO 

JAMES THOMAS CHIRURG 
CRAMER-KRASSELT CO 
CRUTTENDEN & EGER ADV 


CUMMINGS BRAND & McPHERSON 


CUNNINGHAM & WALSH INC 
DAVIES & MCKINNEY ADV 
W. B. DONER & CO 


FRED H. EBERSOLD, INC 
ENGINEERED ADVERTISING 


OAKLEIGH R. FRENCH & ASSOC 


FULLER & SMITH & ROSS INC 


ROBT. A. GALLAGHER ADV 
WENDELL C. GALLOWAY 
GERSTEL AGCY 

A. GLENNON AGCY 

4. GOLD CO 

EDW. GRACEMAN & ASSOC 


CHICAGO, ILLINOIS 
PASADENA 


UNION STEEL PRODUCTS 
UNITED SCREW & BOLT CORP 
UNITED CARR FASTENER 


JULIAN GROSS ADV. AGCY 


DRENNAN W. HART & CO 

HIXSON & JORGENSON, INC 

HORTON-NOYES CO 

W.N. HUDSON ADV., INC 

H. B. HUMPHREY, ALLEY & 
RICHARDS INC 


EDW. C. KENNEDY ADV 
KENNEDY & CO 
KIGHT ADVERTISING 
ALBERT KIRCHER CO. 


LANG, FISHER AND STASHOWER 


CARR LIGGETT ADVTG. AGCY 
£. J. LUSH, INC 


MADISON ADVERTISING CO 
JAY H. MAISH CO 
MARSCHALK & PRATT CO 
HAROLD MARSHALL ADV. CO 


MARSTELLER, GEBHARD & REED 


MAY ADVERTISING CO 
MEEK & THOMAS, INC 
MELDRUM & FEWSMITH, INC 


MERCHANDISING ADVERTISING 


INC 


MOREY, HUMM & JOHNSTONE, INC 
McDANIEL FISHER & SPELL MAN CO 


PALM & PATTERSON, INC 


POST. JOHNSON & LIVINGSTON 


INC 


for 


NLAKASAS 








they 
know and use a good advertising medium when they 
see one. 


WALTHAM SCREW 


YODER CO 


POWER & CONDON 

PRICE, ROBINSON & FRANK 
CARL REIMER CO., INC 
RENNER ADVERTISERS 
FRANK J. REYNOLDS & STAFF 
ROGERS & SMITH 

H. L. ROSS ADVERTISING 

A. MARTIN ROTHBARD, INC 
CHARLES L. RUMRILL & CO 


ST. GEORGE & KEYES. INC 

SAUNDERS, SHROUT AND 
ASSOCIATES 

K.C. SHENTON 

SIDENER & VAN RIPER., INC 

SMITH, TAYLOR & JENKINS 

HOWARD SWINK ADV. AGCY 

SYMONDS, MACKENTIE & CO 


THOMA & GILL 
COLEMAN TODD & ASSOC 


VALENTINE-RADFORD CO 
VAN AUKEN, RAGLAND & STEVENS 
VANDEN CO., INC 


TAYLOR M. WARD. INC 

NORMAN D. WATERS & 
ASSOCIATES 

GORDON | WEISBECK, INC 

WESTERN ADVERTISING AGENCY 

EDMUND S. WHITTEN, INC 

WILSON, HAIGHT & WELCH 

FRED WITTNER ADVERTISING 
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In the whole world, there’s only one 
fingerprint exactly like this one. 


And there’s only one magazine that 
reaches the most materials specifiers, 
whatever their titles. That’s Materials & 


There’s onl one 3 Methods... the only magazine edited 
y e exclusively for the men who specify the 
bce kinds, forms and sources of engineering 
materials, parts and finishes used in the 

manufacture of hard goods. 


No other magazine can give you this ex- 
clusive audience —just those engineers, 
designers, production men, metallurgical 
& chemical men, and technical executives 
to whom materials problems are really 
important. With M&M, you eliminate the 
unnecessary expense involved in cover- 
ing entire title groups separately. 


Send for the new 1954 M&M Data Book, 
or phone your M&M representative. 


Materials « Methods 


“pultrualo § ngntcring ta Flocuc , targus Mhamuifa tire 
¢ Y 


ABC - ABP 


Reinhold Publishing Corporation 
330 West 42nd Street 
New York 36, New York 





Straight 
to 
the 
point! 


No 
double 
talk, 


no 
double 
cost! 


Only CHEMICAL 
ENGINEERING 
PROGRESS 


predominantly 
reaches and sells 
Chemical Engineers. 





Chemical 
Engineering 
® Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


120 East 41st St., New York 17, N. Y. 
" Remember... % " 
the engineer is educated } 

to specify and buy! J 
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letters | 


to the 


Editor 


. "i 


@ Address letters to: Industrial Marketing. 200 E. Illinois, Chicago 11 


He gets a wallop 
out of IM’s show story 


® TO THE EDITOR . . After attending 
more than 100 conventions as an 
exhibitor, I got a real “wallop” out 
of your article on the Materials 
Handling Show (IM, July). 

After watching exhibitors waste 
valuable time, fail to properly greet 
visitors and “miss the boat” entirely 
in proper display of their services, 
I can say “Amen” to all you said in 
You really hit the 
right smack on the 


your article. 

so-called nail 
head. 

STANLEY R. CLAGUE 

Modern Hospital, Chicago, Ill 


He wants catalog series fast 
TO THE EDITOR I note that your 


September issue is beginning a 
series of articles on “How to Pre- 
pare an Industrial Catalog.” 

This sounds like a series I’d like 
to read as soon as possible. Can 
you possibly send me preprints of 
the entire series? 

CASPER S. YOST 

Batz - Hodgson - Neuwoehner, 

St. Louis 
[Reprints will be 


series is completed 


available 


. Ed.] 


Seeks growth curve showing 
resistance to new product 


® TO THE EDITOR .. One of the mar- 
ket research projects which we are 
carrying on here at M.I.T. is aimed 
at studying the resistance which a 
new technical product must over- 
come before gaining market accept- 
ance. In connection with the study, 
we would like to get together the 
growth curves of a large number 
of new products showing the rate at 
which they were accepted 

We're sure that if material of this 
kind has been compiled you would 
know about it and be able to refer 


us to it A quick check in our 


after 


library gave the impression that it 
would be quite a job gathering to- 
gether the odds and ends of material 
and particularly trying to separate 
a particular product from the gen- 
eral classifications such as separat- 
ing the sales figures of nylons from 
chemicals in general. 

If you are familiar with any data 
showing the growth curves, year by 
year, month by month, or whatever 
it might be, of new products which 
have introduced during the 
past 40 or 50 years, we would cer- 
tainly appreciate knowing about it 

JOHN B. STEWARD 

Market Research Assistant, 

School of Industrial Manage- 

ment, Massachusetts Institute 

of Technology, Cambridge. 
[Does anyone have a growth curve 
to supply to Mr. Stewart? . . Ed.] 


been 


He checks up before designing 
trailer truck for exhibits 

® TO THE EDITOR . . At the present 
time we are thinking in terms of 
having a trailer designed and built 
to display cutaways of the products 
that we manufacture. This trailer, 
or bus, would be used extensively 
throughout the country by our var- 
ious sales branches. 

I would appreciate it if you could 
give us any type of information you 
have on the cost of operating a sales 
promotion of this kind, 
and/or the various laws and com- 


program 


plexities involved in this type of 
operation. 

I was referred to you by several 
people in the field indicating that 
you might have an answer for us 
I am a regular subscriber to INDUS- 
TRIAL MARKETING, but do not recall 
any articles on this particular sub- 
ject within the last few months. I 
would appreciate anything you can 
do to help us out in this regard and 
will be happy to pay any reprint 


niinued n page 
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MISC. NON- METALLICS 


READY MIXED CONCRETE 


CONCRETE PRODUCTS 


PIT AND QUARRY is a member of both A. B. C. and C. C. A. Our aim is to NIP) 


place PIT AND QUARRY in the hands of every administrative and pro- 


duction official in every plant of any consequence in the United States, 


Canada, and Mexico. PIT AND QUARRY offers more complete and effec- PIT treed 


tive plant coverage of the non-metallic minerals industries than has ever 


been accomplished by any publication serving this market. QUAR RY 


431 South Dearborn St. 
CHICAGO 5, ILL. 





LISTS EVERY 
KNOWN PRODUCT 


...All Manufacturers 
and their addresses 
...All trade 


...Ehen Your Product Data 
Belong in This Buyers’ Guide 





The ARTISAN cach January... 
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in Residential Warm Air Heating? 
in Residential Summer Cooling? 
in Sheet Metal Contracting? 


~~ 


a 


DEALERS CONTRACTORS WHOLESALERS MANUFACTURERS 


OVER 10,500 KEY ORGANIZATIONS — ALL PAID CIRCULATION 


Next January another Directory Number of per page, per thousand is surprisingly low—and both 
AMERICAN ARTISAN will be published—the 


field's standard product reference for 1954. The January Directory Edition goes to the over 
10,500 paid subscriber list of AMERICAN ARTISAN. 


agency and cash discounts apply. 


Each year this Directory Edition enables manu- 
There are no free copies. 


facturers to place their complete product data in 


the hands of KEY organizations who purchase more Reserve Sp ace NO We / 


than 80% by volume of all products used in residential 
Do an adequate job in this Product Directory 


* ' iia : 
heating, summer cooling, and sheet metal contracting quik aki dian a wih wale a ne Wall 


—producing inquiries, making sales. Shall our 
You should use sufficient space to detail your en- 


nearest representative call, or do you want 

tire line—give capacities, dimensions—include pertinent explanatory Bulletin shown at right? wo 
e ° ° pc 
information from which PURCHASES can be made. om 


KEENEY PUBLISHING i 


You can insert your present product literature or 6 N. MICHIGAN, CHICAGO 2 


we can print whatever you require. Either way, the cost AIR CONDITIONING HEADQUARTERS 
NEW YORK ¢ CLEVELAND «+ LOS ANGELES 


ATTENTION COOLING EQUIPMENT MANUFACTURERS! 1954 will be © big year. Use this 


AMERICAN ARTISAN Directory to attract KEY dealers by giving them your product story. 


DIRECTORY NUMBER FOR THE WARM AIR — SHEET METAL FIELD 


j 


October 1983 /11 





WANT A 


CLOSE-UP. YOUR 


CLIENT'S PRODUCT OR SERVICE? 


MAKING A SURVEY? 


We’ll bet you a median to a norm that you can get it done 
faster, better, more economically through Western Union’s 
Market Opinion and Survey Service. It’s flexible, it can 
be tailored to your job. Here’s why it’s so efficient: 


Western Union has offices in 2,200 cities all over the 
country, staffed with people who serve their communities, 
know the people, enjoy their confidence. The survey 
facilities of the entire Western Union organization 

are behind them, to speed their findings and give you 

the results—often overnight! 


Years of experience lie behind Western Union’s Market 
Opinion and Survey Service. It has proved effective 

for advertising agencies and their clients from coast 

to coast. It is ready to go to work for you at a 
moment’s notice—on a local, regional or nationwide 
scale. For complete details, just call your local 

Western Union office. 


costs that are necessary. Thanks 
much for your cooperation and help 
JACK O'NEIL 

Advertising Manager, C. A. 
Dunham Co., Chicago, IIl. 

[See “Yale & Towne Hits the Road” 

(1m, April) and “A Trailer Truck 

Beats Libbey’s Sales Problem” (1m, 

Oct. ’51) . . Ed.] 


What proportion of gross sales 
should go to advertising? 

@ TO THE EDITOR . . This agency has 
a problem which we hope you can 
help us solve. 

Do you have any figures which 
other companies in the _ builders’ 
specialties field have used which 
would indicate what proportion of 
gross sales should be given over to 
advertising? The building trades 
division in which we are particularly 
interested is aluminum combination 
storm windows and jalousies. Data 
on other industries would be wel- 
come. 

Any information you can send 
would be most helpful. 

FRANK MCCABE 

Frank McCabe & Associates, 

Providence, R. I. 

[See IM, Jan., p. 47. . Ed.] 


Needs information on exploring 
foreign markets 


® TO THE EDITOR .. Would you have 
a good bibliography or listing of 
material pertinent to the export 
business? 

We are interested in obtaining 
information which will be helpful 
to us in exploring foreign markets. 
We could use any material which 
would be of assistance to a com- 
pany entering the export field. 

W. E. SCHNEIDER, 

Advertising and Sales Plan- 

ning Manager, LaSalle Steel 

Co., Chicago. 

[See IM’s March export issue 
Ed. ] 


Can industrial equipment be 
sold by mail order advertising? 


® TO THE EDITOR . . We have a very 
important question before us: can 
safety equipment be sold success- 
fully by mail order advertising to 
industrial companies? Can other 
industrial equipment be sold in like 


continued on page 14 


WESTERN UNION 
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Hicuest 
degree of ad visibility 


of all metal-working publications 





th IN METAL-WORKING YOUR ADVERTISEMENT 
1S ALWAYS IN AN “‘ACTIVE’’ READABLE 
POSITION 





























compare Metal-Working 
to the four leading 
standard size 
metal-working magazines 






































Metat-Workine 


read by over 25,000 key 
metal-working men... guarantees 


00% Ap Visieiuity 


Your advertisement in Metal-Working MAKES A PREFERRED POSITION alongside editorial 


MORE SALES because it is always in an “active” 


items. 


readable position. Metal-Working, the perfectly 
balanced magazine, issue after issue provides 
complete editorial coverage of the metal-work- 
ing field in concise, quick reading, pictorial style 
... ADVERTISING NEVER CROWDS OUT 
EDITORIAL . .. every ADVERTISEMENT IN 


Over 70,000 live sales leads from advertising and 
editorial items, sent direct to the publisher dur- 
ing the past year, is absolute proof that METAL- 
WORKING’S 100% AD VISIBILITY GIVES 
GREATER SALES POSSIBILITY TO YOUR 
SALES MESSAGE. 


If it is used in the metal-working industry 


it belongs in 


CCA, Mertat-Workinc 


NB P. 


Published by 
SUTTON PUBLISHING COMPANY, INC. 


Also publishers of ELECTRONIC EQUIPMENT ® CONTRACTORS’ ELECTRICAL EQUIPMENT ® ELECTRICAL FQUIPMENT 


172 SOUTH BROADWAY 





CHICAGO 1, ILLINOIS 
307 N. Michigan Ave. 
Financial 6-2786 


WHirteE pains 9-8500 


CLEVELAND 15, OHIO 
1501 Euclid Ave. 
Tower 1-1948 


WHITE PLAINS, N. Y. 





LOS ANGELES 57, CALIP. 
2404 West Seventh St. 
Dunkirk 2-8980 
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MORE SALES «= 


ELECTRICAL EQUIPMENT, COMPONENTS, 


manner? Without using distribu- 
tors or salesmen? 

Perhaps you will be kind enough 
to search your files to see if mail 


ACCESSORIES AND MATERIALS order advertising of industrial 


equipment has been successful at 
any time in the past. We would be 
very grateful if you would do so 
FRANK DUFFY 
The Duffy Organization, Wil- 
mington, Delaware 
[“Gump Mail-Order Advertising 
Builds Successful Machinery Busi- 
ness,” by G. D. Crain, Jr. (April, 
1950 IM) should be helpful to you 
Ed. | 


IF YOUR 


> THE FOUR 
E THE i Denies that 35mm camera 
i lways best for publicit 
aN isa Y Pp Y 
( A j 4 M I: ® TO THE EDITOR .. Judging by Mr 


} Ss, 
Jation to execullvt - Richard A. Wolters article (IM, Au- 
en : 


products. 


OVER | abs 
2. OO KE Lede 
100° ‘ed and requee 

nb recep urchasing personseical 
engivsly influence the purchase 
activ 


gust, p. 53) we would say that he 
is pretty well sold on the merits of 
a 35mm camera. A chacun son gout, 
we always say . . it impresses the 
clients, especially those who don't 
speak a word of Spanish . . but we 
PLA i : rin sense wonder if Mr. Wolters isn’t being 
j sultin 
panies; large * Jectrica 
service shops: © 


engineers. 


just a little bit unfair to “the pho- 
tographer who works with an in- 
TS: 
L PRODUC’ 
MANUF ¢ all kinds of electrical us )and who “comes onto the scene 


s i nt, : 
é c equipme with 100 pounds of photographic 
including ma electronic ©4 I I 


ss paratus an ano a materials” (our aching GI back 


‘es wouldn't permit that). 
machine tool panangenen te d sh d We further wonder what any 
: yiation © 

electrical 4 


AND EADER INT 


d by the exclusive © 


dustrial press representative” (that’s 


client of ours would say if we were 

ERES} a a seaae one we assed 
1- ye g or ‘esentation of awards, 

‘torial content ca i 
ditorial armed with no more than a 35mm 
10% of all camera. Could we possibly justify 
el reported this lack of impressive equipment 


urrent issue- 


jssue was ne 
past orc 


e. 
dy shows that 


A recent stu by saying that our pix will be more 


ial i 
itorial materia 
cs any similar pub 


OVER \( TIVI a 
sal i url 
200 1 \O 4 ring and editorial items wor 
delivered {rom ooh Dader 6 (An av 
is pr month. 
199? Jer 16,000 sales leads per it in Electrical more advantageous than shooting 
, ges, JA 1/9 $525.00 


L : tion OF 
$150.00 Pe oe Color extra. 


n each , 
lication in 4 natural? Could we convince our 
ADS customer . . assuming he isn't a 
S ALI ‘ | chs complete ignoramus about things 
aed photographic . . that shooting in a 
dimly lit hall with the lens at f 1.9 


and a 1x1” negative size is far 


4x5” negatives with the aid of mul- 
tiple strobe? Even if it were . 

and we are not convinced of this 

premise . . it would be no mean 

task to sway the client to this point 

\SLECTRICAL /SQUIPMENT —— 

ape 8 We'd be delighted . . repeat, de- 

SUTTON PUBLISHING COMPANY, INC. lighted .. if Mr. Wolters’ view were 

olso publishers of METAL-WORKING # CONTRACTORS’ ELECTRICAL EQUIPMENT © ELECTRONIC EQUIPMENT ever to be universally accepted, and 

172 South Broadway White Plains, N. Y. we could cover assignments with a 

White Plains 9-8500 35. But until this Utopian state will 


come to pass, we fear that we'll just 
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have to struggle along, “bowed by 
the weight of the Centuries.” Pun 
darn well intended 
MILTON GREENE 
United Graphic, New York 


What per cent of sales should 
you spend on advertising? 


® TO THE EDITOR . . As a subscriber 
to your service we would very much 
appreciate some information which 
we feel you might be able to furnish 
We are a small manufac- 
turer of an item in the industrial 
field which is sold to general and 


for us. 


masonry and other sub-contractors. 
We would very much like to find 
out what other industrial concerns 
that sell one or two million dollars 
worth of goods a year, use as a per- 
centage figure of sales expense to 
gross sale 

In our particular concern, sales 
expense includes all selling ex- 
penses, all advertising expenses, all 
sales promotion expenses and any 
market research functions neces- 
sary. Can you help us with this? 
We would very much like to have a 
ratio that we could apply to our 
company to find out whether our 
selling expenses are in line with 
other industrial firms. 

R. H. BROWN 
Advertising Department, Waco 
Mfg. Co., Minneapolis. 


[An article, “Industrial Ad Budgets 
Average 2.28 of Expected Sales” 
(IM, Jan., p. 47) lists per-cent-of- 
sales figures for types of companies 
in a broad variety of indusrties . . 


Ed. ] 


Which gets more readers. . 
26 pages or 13 spreads? 


® TO THE EDITOR . . Could you pos- 
sibly give me any information or 
tell me where I can get information 
on the relative readership of single 
page ads versus double page ads. . 
taking into consideration the fre- 
quency of insertion. 

For example: what would be the 
effective readership of 13 doubles 
appearing on every four week basis 
versus 26 singles appearing on every 
other week basis? 

(MRS.) KATHERINE E. WINTER 

Langsdale Advertising, Bal- 

timore. 


YOUR 


SALES GO UP 


WITH 


Average units of advertising 
per issue 


per yecr 


REACHING OVER 


20,000 venririen 
ELECTRICAL CONTRACTORS 


Contractors’ Electrical Equipment affords its advertisers a big- 
ger share of today’s multi-billion dollar market... 

...And more and more advertisers are taking advantage of 
this exclusive coverage as proven by the fact that... 


THE AVERAGE NUMBER OF ADVERTISING UNITS PER ISSUE 
HAVE MORE THAN DOUBLED SINCE 1949. 


... And results from advertising has kept pace with this amaz- 
ing advertising growth as shown by the... 


MORE THAN 47,000 SALES PRODUCING INQUIRIES 
DELIVERED FROM ADVERTISING AND EDITORIAL ITEMS 
DURING 1952. 


Cais MAKES MORE SALES BECAUSE 
IT MAKES MORE CONTACTS 


_ (ConTRAcToRs’ 
ISLECTRICAL }SQUIPMENT 


published by 


SUTTON PUBLISHING COMPANY, INC. 


METAL: WORKING ¢ ELECTRONIC EQUIPMENT © ELECTRICAL EQUIPMENT 


White Plains, N. Y. 


172 South Broadway 
WhHite Plains 9-8500 
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which Stev® 





buys sludge pumps 


t ... for cities, counties, states? 












Can you spot the man who buys sludge 
pumps for the hundreds of new sewage 
treatment plants being planned and built 
every year the clarifiers, digesters, 
filters, engines, and other pieces of equip- 
ment that make sewage plants tick? He's 
not the political official, but the technical 
official. He’s not the man who merely 
signs the order, but the engineer who 
writes the product into the specs That's 
the man you've got to sell 

And that’s why PUBLIC WORKS Maga- 
zine has more pull for advertisers. It's the 
engineers’ magazine. It has the highest 
audited engineering cireulation in the 
field... gives the men in charge of the 
job the hard-hitting facts they need, Your 
ad in PW does more than reach the en- 
gineers, it influences their planning and 
buying. 




















more pull 





A maker of chemical 

feeders* reports: 

“PW pulis more direct mail 
replies than any other 
advertising medium we use.” 


*Name on request 
















“=The Engineering Authority 
In the City, County, State Field 


308 East 45th Street, N. Y. 17 








16 /indu trial Marketing 


'|from Washington 









to hike efficiency, cut costs 


By Stanley E. Cohen 


® IN AN EFFORT to improve the ef- 
ficiency of government, the Eisen- 


hower administration has moved 


ahead with plans to “decentralize” 
some of the big departments so that 
less of the authority to make deci- 
sions rests in Washington. 
One of the first agencies to “de- 


centralize” is the revenue service, 


which has authorized its field staff 


to make final settlements in cases 
which formerly came to Washington 
for review 

Another of the important decen- 
tralization programs will be intro- 
duced by the Post Office Depart- 
ment 

Post Office employs 500,000 peo- 
ple, operates nearly 50,000 offices, 
and spends nearly $3 billion a year 
The team of experienced business 


men who have been overhauling 
the service were amazed at the 
amount of detail which has been 


coming to Washington for approval 

They believe Post Office should 
have a network of about 13 regional 
managers, with author:ty to operate 
offices, buy supplies and transporta- 
tion, and hire, promote and disci- 
A plan of this 
type had been recommended by the 


pline the employes. 


Hoover Commission, but was re- 
sisted by previous postal managers 
on the grounds that the Post Office 
must have identical policies and 
procedures in all parts of the coun- 
try. 

Postmaster General Arthur Sum- 
merfield, however, knows that huge 
business organizations improve their 
efficiency by relying on 
managers. He feels the coordina- 
tion of policy will be less difficult 
than his predecessors imagined. 
With operating responsibilities left 


regional 


to the regional managers, he be- 
lieves the top command in Wash- 
ington will be in a position to con- 
centrate on long range planning, 
and the development of policy deci- 
sions which will be easily under- 


stood and enforced by the field staff. 


Anti-Trust Laws Stand Firm . . 
While there is a good deal of ex- 
citement these days about the gov- 
ernment’s attitude toward the anti- 
trust laws, there does not seem to 
be any real change as far as the 
average business man is concerned. 

Some of the organized groups of 
retailers have complained that the 
Federal Trade new 
“team” will not enforce the Robin- 
discrimination 


Commission’s 
son-Patman price 
Actually the change, if any, 
centers largely on some of the more 
marginal 
tions of the law. And even there it 
is well to remember that Robinson- 


law. 


controversial, interpreta- 


Patman can be used as a basis for 
fact, there 


several 


private litigation. In 


have already been cases 
where injured business men recov- 
ered substantial triple damages from 
suppliers who gave unjustifiable 
benefits to preferred customers. 
These groups have 


also expressed fear that something 


same retail 
strange may come out of the special 
“Attorney General’s National Com- 
mittee” under Prof. S. Chester Op- 
penheim, which has been set up to 
evaluate the anti-trust laws. Prof. 
Oppenheim has written unfavorably 
about R-P. On the other hand, his 
committee can only recommend. 
The promotion of a legislative pro- 


gram and the enforcement of anti- 
trust laws rests largely with Judge 
Stanley N. Barnes, chief of the Jus- 
tice Department’s anti-trust divi- 
sion, and co-chairman of the At- 
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75% of the rateable com- 
panies are AAAA; 92% of the 
men are design engineers or 
above. 


PD&D can offer RESULTS at low cost 
from the OEM Market 


because ...PD&D reaches the men in the 
Original Equipment Market who design and 
develop the durable goods sold to consumers, 
industry and government—the men who head 
up and supervise as well as the men down 
the line who plan, test and specify. 

These design engineers face the continu- 
ally increasing problems of “where to get it.” 
They tell us that PD&D is the fastest, most 
convenient way of spotting available product 
information they currently need. They find 
it quick and easy to get additional informa- 
tion through PD&D’s inquiry systems. 


product success depends on design 


because ... design engineers make important 
decisions that affect a product’s saleability, 
and consequently company profits. To fill this 
great responsibility they must keep up with 
current developments. PD&D gives them this 
pertinent information, fast. 


it is vital to reach the whole field 


because ...in today’s fluid economy, no one 
knows for sure who is designing or manufac- 
turing what...that’s why PD&D has a 50% 
edge in circulation to help insure adequate 
coverage of this rapidly-growing design 
market. 





more readers for fewer dollars 


because ...the rate that counts is the rate 
you pay. When you figure rates per thousand 
readers with comparable side ads (our 1/9 
equals standard % page) you find PD&D 
gives you more readers for fewer dollars. 


Sources SRDS, total net paid or controlled 
circulation. 


more respond to PD&D 


because .. . more people are exposed to 
it. PD&D is processing over 24,000 reader 
service inquiries per month and forwarding 
them to the various manufacturers. Quality 
of those responses continues high—by com- 
pany rating, by title, and by selectivity. On 
the average, each item pulls 60 responses, 
and each individual user checks only 5 or 6 
items out of 500 or so. Experience has also 
shown the rewarding quantity of purchases 
following the receipt of material sent to 
readers despite the fact that in many cases 
considerable time may pass between the time 
the data is sent and the receipt of a bulk order, 


more facts on other side 
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Independent Research reveals that PD&D is 
read and used at the desk—on the job 

throughout the design field to answer the 
questions: 


















































“What will do the job” 
“What's available” 
“What's new — what’s tried and tested” 


a 


“Where can we buy it” 

*““Who’s the man who can give us addi- 
| tional help” 
i 


Typical of this components parts market 
is the extensive factual requirements of the 
engineer. He must be in possession of all the 
data and catalogues for he has virtually a 
3-way designing job—one, that of improving 
his company’s product’s present design, 
another of working on next year’s model, and 
thirdly, (and in many cases the greatest 
potential to you of the three), preparing him- 
self data-wise for new projects his company 
may produce in the future. 


PD&D is the fastest, most convenient way 
of spotting available product information 
designers currently need. 


Designers want ease of selection through 
straightforward information and want to be 
informed in a terse, boiled down fashion. 


These busy men find it easy to get addi- 
tional information through PD&D INQUIRY 
SYSTEMS-—reader service cards, identifica- 
tion of source, name & phone number of the 
man to call. 


TANGIBLE RESULTS for advertisers 


Engineers say—“You can’t tell us all we 
need to know, even in an advertising spread. 
We need all the data—so tell us briefly and 
tell us often that you have all the data avail- 
able—let the publication supply easy ways 
for us to contact you, put the onus on us to 
get in touch with you when we have the 
problem (remember we don’t all have the 
same problem at the same time.)” 


Media selection as well as copy approach 
should be determined not only by “who reads 
it” but also by the mood and frame of mind 
of readers...as well as when and where they 
do their reading. 












Ly wt 4 . 
WhO Want t0 DUY 








¢ 


How PD&D serves its readers and its advertisers 
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PD&D’s 50% larger circulation continues to be built by the 
market itself based on individual requests from men who 
participate in design decisions on components and materials. 


The number of people using reader service cards in a twelve 
month period is equal to more than 87% of PD&D’s total 
primary circulation. What do they read in PD&D? An 
analysis of returned Reader Service cards reveal: 6% 
requested additional information on Editorial Items only, 
13% on advertisements only, and 81% on both Advertise- 
ments & Editorial Items. PD&D continues to enjoy a steady 
increase in number of Reader Service Inquiries requesting 
additional data on advertisements featuring component 
parts, mechanical, electrical and electronic, materials, 
research and design equipment. This usage plus the un- 
known number of direct responses, is sure proof of the 
kind of reader action that counts. 


More important than the number of requests received is 
what happens after these inquiries are photo-copied (to 
insure accuracy) and forwarded to source manufacturers. 
On this PD&D has collected considerable evidence. Here is a 
composite analysis of 27 separate studies in which PD&D 
wrote to all who had inquired about specific advertisements, 
editorials and progress reports asking: 
Did you receive the data you requested 
88% said yes 
12% said no 
Did the data you received tell you what you 
wanted to know? 
98% said yes 
2% said no 
What happened after the data was received? 
7% placed an order* 
64“ were contemplating a future use 
29°. filed data for future reference 
*In the original equipment market, initial orders today can 
lead to mass purchases for mass production tomorrow. 


PD&D’'s Market & Media Facts includes data prepared in 
accordance with NIAA recommended form: Market, Cir- 
culation, Readership, Editorial, Rates and Specifications, 
Current data. Send for your copy. 














Here's the way & number of advertising people have summed up 
the PD&D Story in one sentence: “‘Product Design & Development 
is recommended in reaching the design field, because it has the 
largest circulation at the lowest cost, plus—convincing evidence* 









that the proposed advertising will be read.” 





¥ 





’ 






Circulation (CCA) -—34,000 individually addressed copies. Cost—flat 
rate of $150 per 1/9 page unit or $1800 12 times schedule. Sold 
only in 1/9 and 2.9 page units to protect readers and advertisers. 







PD&D gives QUICK INFORMATION for readers 


Advertisers can buy as many separate units as they need. 







*Convincing evidence that advertising is read: Received in the 
form of direct inquiries and PD&D Readers Service Cards. 


NEWS SERVICE 






Since PD&@D waa founded in 1946, every issue has shown 
gains each month over the corresponding issue the year before 












. For more information about PD&D and the market it serves .- - . 
té : | Call, wire, or write PRODUCT DESIGN & DEVELOPMENT 
138 E. 47th Street, New York 17, New York 

Eldorado §-7011—A Spats Johnson Publication 







torney General’s commission. 

Under those circumstances it is 
sobering to read Judge Barnes’ 
speech to the American Bar Asso- 
ciation. In this speech he indicates 
that anti-trust enforcement in re- 
cent years has been temperate and 
fair. He implies that lawyers have 
been prone to give bad advice to 
clients who have been breaking the 
law. 

He told how he reviewed the 139 
which were on the _ books 
when he took office. A few, like 
the eight-year-old case against the 
cement industry, were dropped be- 
cause they no longer served a use- 
ful purpose. On the other hand, he 
said, “My study of pending cases to 
date has convinced me that there 


cases 


are very few that will ultimately be 
terminated by dismissal.” 


Census Data Declines . . Instead 
of the full Census of Manufactures 
which had been contemplated for 
early next year, the Bureau of the 
Census plans to repeat its annual 
survey of manufactures on a some- 
what expanded basis. 

Congress turned down $11,500,000 
needed for the Census of Manufac- 
tures and the companion Census of 
Business. Instead it voted to give 
$1,500,000 for whatever 
studies the bureau decided to make. 

The revised survey of manufac- 
tures will attempt to get better in- 
formation on the number of estab- 
lishments in the metalworking in- 
dustries. In an effort to get some 
small area detail, there will also be 
tabulations of employment by in- 
dustry, based on social security re- 


sample 


turns. 

The Census Bureau will also draw 
on the $1,500,000 “kitty” to expand 
sample studies of retailing, whole- 
saling and service trades. 


Aluminum Pinch . . Supplies of 
copper and aluminum will appar- 
ently depend largely on government 
policy decisions. Chile is begging 
the U.S. to buy its copper at world 
prices. As soon as the government 
announced it was ready to negotiate 
for Chile’s copper, domestic produc- 
ers expressed fear the market for 
U.S. copper would be weakened. 
Aluminum is to remain tight dur- 
ing late 1953 largely because the 
government has stepped up stock- 
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ON ALL 5 COUNTS 


Consistently carries more 
pages of advertising than the 
next four papers combined. 


Reaches more plants with 


_buying power — more NEW 


plants. Circulation verified by 
Western Union. 


The No. 1 publication on 
practically every readership- 
preference study made to the 
woodworking field. 


Low cost per thousand cir- 
. culation. 


Produces results for adver- 
tisers. 


55 years of industry leadership and growing popularity 
accounts for WOOD WORKING DIGEST's large cir- 
culation. Alert editorial content reports and anticipates 
industry trends, developments and problems. More than 
95% personalized, it is read by most of the top executives 
— owners, managers, superintendents and engineers with 
buying authority. Every copy is directed to the right 
man and every man is a logical prospect for your prod- 
uct or service. Pocket-size — modern format — easy to 
read and use. Put the sales power of the DIGEST behind 


your product. 


Sod hc 


24-page Data File based on NIAA 
outline. Latest market figures, gov- 
ernment statistics and publication 
data Helps you determine the sales 
potentials for your products in the 
huge woodworking industry. Write 
for your copy. 
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YEOMANS BROTHERS COMPANY 


CENTRIFUGAL PUMPS PNEUMATIC SEWAGE ELECTORS 1, °) M TE TREATMENT 
1999 NORTH RUBY STREET, MELROSE PARK @ suburb of Chicago ILLINOIS 
VYEORPOC( TELEPHONE t 9.050 ) e Fillmore 4 9a 


t ,) 
\ugu ] 


. A. Marsteller 
r, Gebhardt and Reed, Inc. 
North Wabash Avenue 
i, Wllir 


ear Mr. Marsteller 


{ the pleasantest experience 
r from a customer, telling us hov 


duct or with u and I feel sure you 


That being so, it will surely gratify you to know, « it satisfie t 
tell it, how pleased we are by the servic o{ your organization in the 


matter of our "Successful Selling Study. 


This project, recently completed, has given us a far better knowled 
than we ever had before as to just where we and our products stand 

yur distributor relationships, in our present and potential market 
and among our competitors, The companion ''New Markets Study 
n work promises to be of invaluable aid to us in finding and developing 
ven broader markets in the most efficient way possible. 
Your personnel have had a major part in setting up our Market Study 
Program and in making it work, The whole project is being exceedingly 
well handled, in our opinion; and is a fine ex ample of close, competent 


partnership between our Advertising Department and our agency. 
Not the least valuable by-product is the affirmation of advertising's 
function as a basic marketing tool, that must be integrated with all 


selling and promotional activities to be m t effective, 


Chrdiafly yours, 


. Burgbop 


President Fé 
DWB/gmeg f 


Yeomans Brothers Company is 
one of 70 advertising clients of 
Marsteller, Gebhardt and Reed, Inc. 
Chicago, Pittsburgh and New York 
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pile purchases. Aluminum produc- 
tion for the year will be 1,260,000 
tons, compared with 937,200 tons 
last year, and aluminum require- 
ments of the defense programs have 
turned downwards. Nevertheless 
the stockpile “take” is so great that 
aluminum for non-defense purposes 
in fourth quarter 1953 will be barely 
equal to the supply available during 
third quarter. 


GM Fire Jolts . . The new Joint 
Chiefs of Staff are hard at work 
trying to develop new ways of get- 
ting more defense for fewer dollars. 
Originally, the Wilson “team” at the 
Pentagon thought one way to re- 
duce defense costs was to narrow 
the defense base a bit . . eliminate 
secondary producers of _ trucks, 
tanks and other mass-production 
items. 

This program suffered a jolt as a 
result of the disastrous General 
Motors fire, which demonstrated the 
risk that is incurred when produc- 
tion is concentrated at a_ single 
point. 

One of the chief problems which 
the military planners must resolve 
is the problem of obsolescence. 
When great quantities of men and 
equipment are “stashed” at key 
points throughout the globe . . to 
press the fight against an aggressor 

much of it is bound to be in the 
wrong place at the wrong time 
Limited stockpiles with a high de- 
gree of air mobility would be a 
more desirable approach. Obsoles- 
cence cost of mammoth inventories 
would be staggering. The smaller 
inventory can be kept modern at 
much smaller cost. 


Atomic Energy Boosts Coal! . . 
The Joint Committee on Atomic 
Energy was reminded recently that 
the nation’s atomic energy installa- 
tions have become one of coal’s most 
important customers. At the pres- 
ent time, the committee was told, 
AEC plants require about 3,000,000 
tons of coal annually. Projects now 
under construction or in the plan- 
ning stage would use a total of 
about 23,000,000 tons when com- 
pleted. 

Coal people believe they will en- 
joy a net gain from the atomic en- 
ergy program for a good many 


years s 
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| asenpaairn planning and meticulous 
care develop the things that are most 
highly esteemed both in the beauty spots of 
the world and in the printed matter that 
depicts them. Plan for QUALITY-FIRST 
in your printing . . . Cantine’s first-quality 
coated papers will help you to attain it, LETTERPRESS: Hi-Arts, Ashokan, M-C Folding Book and Cover, 


Zena, Catskill, Velvetone, Softone, Esopus Tints, Esopus Postcard 


OFFSET-LITHO: Hi-Arts Litho C.1S., Zenagloss Offset C.2S. Book 
and Cover, Lithogloss C.1S., Catskill Litho C.1S., Catskill Offset C.2S., 


Esopus Postcard C.2S. 
. £ 
aie CL, THE MARTIN CANTINE COMPANY 


Specialists in Coated Papers Since 1888 
SAUGERTIES, N. Y. Branches: NEW YORK and CHICAGO 


C © A T e D Pp A 6 £ Rg 4 (In Los Angeles and San Francisco: Wylie & Davis) 





does your 


does your marketing 


plan call for 


moving your product toward the buyer 
by means of: 


publication 
advertising ? 
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direct 





sales calls? 


of course it does! 
Sweet’s 
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marketing plan... 


but does your marketing 


plan also call for 


moving the buyer toward your product 
by anchoring adequate product 


information at his elbow, 
so that he can figure out, fast, 


that your salesman is the man to call? 


if you look at marketing as a two-way street, you will recognize that all the 
while you are trying to find hot prospects... these prospects are trying 
just as hard to find products like yours. It tollows that when you use the 
powerful combination of good selling promotion and good buying aids, 
you speed the process of bringing ‘‘ready” prospects and your salesmen 
together. Today, 1,480 manufacturers use Sweet's services in this connection. 
The Sweet’s man in your area may be able to give you some useful ideas. 


“The easier you make it for people to buy your products, the easier they are ¢+o sell.’’ 


aun ' 
oe FREE: Pocket-size booklet, ‘‘How to Improve Marketing 
pa Efficiency through Improved Catalog Procedure.” 

Write Dept 52,Sweet’s Catalog Service, 


tala 
PCE tt | 119 West 40th Street, New York 18, New York 


Cc a i. al Oo 4 S e r Vv i Cc e Division of F. W. Dodge Corporation 


Designers, producers and distributors of manufacturers’ catalogs for the industrial and construction markets. 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 
Boston Buffalo Chicago Cincinnati Cleveland Detro Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 
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Looking for 


NEW MARKETS? 


Then why not spread out in this 


continent? 


Canadian Industry needs your 


pre rduc ts. 


And Canada provides, in CIEN, 
just the advertising medium and 
sales service to tap these rich new 


markets for you, in all industries. 


Largest industrial plant coverage 


Most industrial advertisers in reg- 


ular issues 


Most 


ucts 


news of industrial prod- 


Lowest cost per thousand readers. 


Send for free pamphlet 
“So You Want To Do 


Business In Canada.” 


CANADIAN 
INDUSTRIAL. 
EQUIPMENT 
on arnt 


Head Office: Gardenvale, Que. 


Atlanta, Ga I O. Coburn 3 Villa Drive 
NI Birmingham, Mich.: Lloyd G. Saulter 
15858 Kitkshire Ave Boston 8&8; H. ¢ 
Whiteley, 50 Beacon St Chicago 4: 
G. ¢ Hooker & R. H. Irvine, 20 West Jackson 
Boulevard Cleveland 14; } H. Pierce 
4145 Supenor Ave Detrou 35, Mich.: 
Don L. Prouty, 115 Handy Road Indianap 
olis 20, Ind.; M. Graham LeVay, 5909 N 
Guilford Ave Kalamazoo §, Mich.: George 
N. Boyles, 4 Potter St Los Angeles 1 
A. H. Haurin Jr 6000 Miramonte Blvd 
Maywood, Ill.: ¢ H. Holden, P.O. Box 1° 
Minneapolis, Minn.: Jack Campbell, P.O 
Box 455 New York 11: Howard Ely 
and L. Bentley, 200 West 16th St ’ 
York 1: J I Hague $61 Stl Ave 
Philadelphia; 3G Park Singer Jr 
Darby P.O. Box 9% Pittsburgh 22 
Scoltock Jr James A Ehalt 1020 
Bank Bld Western Springs, Hl; 
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trends 


A review, 


that may influence 


by business paper 


editors, of industry conditions 


ndustrial marketing procedures 


Mergers mark highway, heavy 
construction; future strong 


By Col. V. J. Brown, Gillette Publishing Co.; 


liam H. Quirk, 
King, Construction Equipment; 


Robert K. Lockwood, Civil Engineering; Wil- 
Contractors & Engineers; Karl M. Mann, Water Works Engineering; Don 
G. L. Anderson, Associated Construction Publications; 


Thomas S. Holden, F. W. Dodge Corp. and William E. Woodruff, The Constructor. 


@ ONE OF THE MOST Significant 


trends in the highway-heavy con- 
struction field is the buying up o1 
merging of manufacturers of heavy 
Westing- 
house Air Brake has purchased Le 
Roi Mfg. and part of R. G. LeTour- 
neau, Inc.; Poor & Co. bought Pio- 
Baldwin 


construction equipment 


neer Engineering Works; 
Locomotive bought Lima Power 
Shovel and Austin-Western Mfg.; 
Pettibone-Mulliken Rome 
Grader, Universal Engineering, Geo. 
Haiss Mfg., and Wood Mfg.; Pull- 
man-Standard bought Issacson Iron 
Works; The John C. Mottor Print- 
ing Press Co. bought O. K. Clutch & 
Machinery; International Harvester 
has bought Frank G. Hough Co., 
and bulldozer and scraper lines from 
Bucyrus-Erie; Allis-Chalmers has 
bought LaPlant-Choate and also 
the Buda Co.; Clark Equipment has 
purchased Michigan Power Shovel: 
General Motors has purchased 
Euclid Road Machinery; ete. 

As we see the picture, this indi- 


bought 


cates that companies formerly de- 
pendent for business upon consumer 
sales and general economic condi- 
tions, are providing a backstop or 
security for their organizations and 
stockholders. 

In case of a depression or even a 
consumer buying 


recession when 


power fades, highway-heavy con- 
struction projects increase in total 
expenditures. Highway-heavy con- 
struction is bought by tax collection 


money and tax receipts for highway 


maintenance and construction keep 
on a fairly uniform keel how- 
ever, increasing each year. If a re- 
cession approaches and has_ been 
blueprints for 
proj- 
ects and other public construction 
taken off the “standby” shelf 
and put into execution. The high- 


way-heavy construction field can be 


recognized as such, 
highway-heavy construction 


will be 


the balance wheel of our national 
economy. 

Another significant national trend 
is the emphasis being placed upon 
the need for more and better high- 
ways. The increasing death tolls on 
our highways added to the increas- 
ing economic losses caused by ob- 


solete, worn out highways has 


caused increasing interest in the 
highway problem nationally. 

As an indicator of the economic 
value of rapid, safe, and comfortable 
highway travel we need only refer 
to the growing turnpike construc- 
tion programs. These are based on 
private financing and amount at the 
present time to about $1.2 billion 
worth of work authorized or under 
construction 


Other 


heavy construction field are the in- 


trends in the highway- 
creased laboratory and field activity 
in the study of bituminous mixtures: 
the growth of the employment of 
after the 
American mass production idea; the 


prestressed concrete 
weldment of heavy steel columns 
and beams, girders and struts in 
viaduct and bridge construction; the 
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You need IEN for MARKET DIVERSIFICATION 


“HERE’S WHAT WE NEED FOR 
SLUMP INSURANCE” 


qWipmen} 
ews | 


It is the order of the day for steel companies to go 
into plastics; oil companies to buy up cosmetic 
firms; food and coal companies to make a big thing 
of chemicals; radio and TV set makers to sell elec- 
tric stoves; watch manufacturers to produce instru- 
ments and electronic parts. 


When a manufacturer steps out of his own industry 
and looks for business in other fields, the finding 
and selling value of IEN is multiplied by the 
number of new industries it offers. 


IEN covers the 28 important industries. In these 28 
industries it enters the 40,000 most active, well 
rated plants and buying offices, to reach the 63,000 
most influential buyers and specifiers. (Total print 
order 67,000.) 


Today sales slumps are being prevented by diversi- 
fication in production AND marketing. New highs 
in sales and profits are there for the progressive 
manufacturer who makes new products and uses 
IEN to find new markets. 


This horizontal coverage of all industries is made 
possible by an editorial policy of product informa- 
tion only; a tabloid format placing every ad next 
to product news; a ceiling on ad size which gives 
you a standard space unit fully adequate to tell 
your product story, at a cost of only $150 to $160 a 
month... $1,800 for all-year saturation. 


Spread your sales opportunities and 
risks throughout the 28 industries 
where new customers are looking 


for products like yours. 


Industrial Equipment News will find 
unthought of new prospects for you 
in all industries and help you 

to sell them... sales that 


ordinarily might be missed. 


USE THIS COUPON FOR HELPFUL INFORMATION 
The 9 items listed are all in our MEDIA DATA FILE or 


can be ordered separately 
of grits ANAD iy 
vy 


Tarelttsiace) 
Equipment \ 
News .. 


ECA 
BP 


Industrial ow News 
Thomas Publishing Company 
461 8th Avenue, New York 1, N. Y. 


Send to 


Name 
Title 
Company 
Address 

COMPLETE MEDIA DATA FILE [(]...or... 
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9500 miles to 





track down a story 


This is one reason why you can be sure the ad- 
vertising dollars you spend in Electric Light and 
Power are buying readers. Electric Light and 
Power editors inspire readership by going to 
authoritative sources for their material. Readers 
know this and have confidence in the magazine. 


The story of European post-war power practices 
is a subject of intense interest to the American 
power industry. Foreign power companies are 
doing things over there that our people want to 
know about. The only way to get the complete 
story was to go after it. To get it, our editor and 
publisher traveled 9,500 miles and spent six 
weeks in contacting power executives in eight 
foreign countries. The result was Electric Light 
and Power’s March Foreign Practices Issue. This 
issue speaks for itself. 


In 1952 alone, full-time editors traveled over 
25,000 miles in gathering factual editorial mate- 
rial. It’s this kind of effort that keeps readers com- 
ing back for more. It’s why EL&P is a reading 
habit with key men in the industry. More than 
50% of our readers have been reading the mag- 
azine for over 10 years — 78% for 5 years. 


But high caliber editorial is only one reason why 
you can be sure your sales story in Electric Light 
and Power is always in the company of well read 
editorial pages. EL&P gives its readers a higher 


Electric Light and Power 


E ELECTRIC POWER INDUSTRY EXCLUSIVELY 


THE ONLY MAGAZINE SERVING 
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percentage of editorial per issue than any other 
magazine published for the electric power indus- 
try. The chart tells the story. The Haywood Pub- 
lishing Co., 22 E. Huron St., Chicago 11, Illinois. 





Average No. of | Average No. of 
Adv. Pages Editorial Pages 
Per Issue Per Issue 


Average No. 
bin of Pages 
| Per Issue 





Electric | 
Light and 192.5 121.7 | 70.8 
Power | | 





Electrical 
World 143.1 | 58.2 


Reg. Issues) | 











RECORDS PROVE ELECTRIC LIGHT AND POWER 
GIVES ITS READERS MORE EDITORIAL PER ISSUE 


36.8% 28.9% 
eee 4% editorial 


63.2% TL1% 


Electric Light [4 Advertising Electrical 
and Power World 


AVERAGE PERCENT EDITORIAL PER ISSUE FOR 1952 
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GOLDEN HOUR ‘Goa 


He may keep it in his office . . . or -his wife may insist he 
bring it home. In either case, the ‘Golden Hour” is a gift that 
will be appreciated for years. The hands “float” in clear 
crystal, yet it is accurate to the split second. 24 Karat 

gold plated... . fully guaranteed. 


59259 plus tax 


Now at better jeweler's, department and 
appliance stores in this handsome new gift box. 


JEFFERSON ELECTRIC CO. 
908 25TH AVE., BELLWOOD, ILLINOIS 
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construction of up-hill truck lanes 
in an effort to increase highway ca- 
pacity; the increased use of larger 
and heavier construction equipment 
units in an effort to reduce unit 
costs; the increased number of bid- 
ders per job in recent lettings; and 
increased allotments of state motor 
vehicle revenues to counties and 
townships. 

On all fronts and viewed from any 
position we see for 1954 increased 
highway construction revenues and 
expenditures that will top even the 
$4.5 billion spent or allocated to be 
spent in 1953. 

Another trend quite markedly 
evident is the increased quantity of 
work per unit of construction. For 
example, by actual field survey and 
inventory by the U. S. Bureau of 
Public Roads, the investment in 
equipment on $100,000,000 worth of 
work being done in 1938 was $47.- 
800,000 or 47.8° of the value of the 
work. By 1950. according to a sim- 
ilar survey by the same governmen- 
tal authority, the 47.80% had _ in- 
creased to 67%. 

This report would be incomplete 
without a statement regarding the 
1954 expected equipment market in 
this field. Reliable compilations 
show an expected highway-heavy 
construction expenditure in 1954 to 
exceed $6.58 billion. Using the 67% 
equipment investment figure and 
knowing that the average life of this 
equipment is five years, we find an 
anticipated heavy construction 
equipment replacement market in 
1954 of $880,000,000. . . cot. v. J. 
BROWN, vice-president, Gillette Pub- 
lishing Co., Chicagce. 


More Precast Construction . . 
Despite occasional pessimistic mur- 
muring from scattered corners of 
the construction industry, the 1954 
outlook still seems bright even at 
this early date. Although housing 
construction must eventually de- 
cline (1954 may be the year), there 
is a large backlog in highway con- 
struction and commercial building 
which should enable the industry to 
hold its ground. In a recent report, 
Robert Moses estimated that an ex- 
penditure of $5 billion a year for 
the next ten years was necessary 
to build our highway net to an ade- 
quate minimum. Likewise there 
are large sums of federal appropria- 
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FROM MY BUSINESS PAPER 
ADVERTISING APPROPRIATION ?” 
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COVERAGE 


IT IS ALMOST AXIOMATIC that the leading publication 
serving a specific field of business and industry provides 
the largest number of readers at a lower cost-coverage 
ratio (i. e. cost per man reached) than any of the other 
publications edited for the same field. So, it logically follows sid 
that the starting point for an effective advertising program j y 26% 
is the number one magazine in the field. j ve | 


THIS CHART does not establish a rule as to whether one, two 
or three publications should be used—duplication or over- 
lapping coverage may be desirable under certain conditions 
—particularly if it can be purchased at the right cost. 


!1T DOES INDICATE however, that the average third, fourth 
and fifth publications, as shown here, provide relatively few 
total readers at a high cost per contact and add few un- 
duplicated readers to those provided by the first and second 


publications. x : 20% 

CONCLUSION: Concentration in the leading publication will ae | UC 

enable you to step up the IMPACT of your advertising » 0 NEW , 0 

... permit greater frequency —with larger space units. And (28% 4 O READERS 21% 
i 2 ° os ° ° COVERAGE) 

this increase in advertising power can be achieved without 

ROAR ray ? Feurth NEW 19% 

increasing the advertising investment —if you are now using (19% COVERAGE) READERS 0 

a number of publications to reach the same field. ~~ Fifth (15x covenast) 3% NEW READERS — 14% 





The data for this advertisement was secured from our Research De- 
partment’s Laboratory of Advertising Performance Data Sheet #1121 
. . . based on a Cooperative Readership Study conducted in 1951. 


WANT MORE FACTS? This miniature booklet-presentation, “Applying the Cost Factor to Adver- 
tising Coverage,” explores the cost and coverage topic in detail . . . demonstrates the importance 


of concentration vs. scatteration. Ask your McGraw-Hill man, or write us, for a copy. 


McGRAW-HILL PUBLISHING COMPANY, INC. pine 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. ap a coe secant 
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A BALL PARK FULL OF 


PROOF OF READER 


Photo at Comiskey Park, home of the Chicago White Sox 


Here are facts 


...hot claims based 
on “what folks say!” 


434 feet proof of readership 
circle all bases . . . and then 
some .. . at Comiskey Park, 
Chicago. Each 8” x 11” sheet 
has 20 names (with firms and 
titles) of readers, who took 
known action —all from a sin- 
gle issue! 

No name left out .. . no “pick- 
ing for quality”... just known 
facts of reading. 


Why not “make us prove it?” 


“seeing is believing’. . . we'd 
welcome an opportunity to 
show this proof to you in per 
son... so you can check every 
name on this 434 feet of proof 
(if you've got the time!) .. . so 
you can decide for yourself. 

Just write us, “Come on 
over, bring the proof”. . . and 
we'll be there. 
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LAG RPT TE. CRRA I TES 


KNOWN READER ACTIO 


from a single issue of 


CHEMICAL PROCESSING 


a ° ° ° i 
AMAZING? ...Yes, itis ... yet such reader action is the logical 
result of EDITORIAL LEADERSHIP plus truly EFFECTIVE CIRCULATION 


COVERAGE.* 
It is amazing only in comparison with “proofs of readership” 
usually offered advertising buyers. 
No other chemical magazine has ever submitted such over- 
whelming, indisputable facts of reader interest...of reader action. 
This is a new kind of “readership study”. . . which surpasses 
all others in — 
a. Quantity of sample 
b. Soundness of technique 


This is an Aupit of the KNOWN FACTs of reader performance, the 
direct result of readership. 
How is this audit made? .. . the copy at left tells the story. 


ed by CCA Audit, as meeting the highest 








THESE “AIDS” 
WILL HELP, TOO! 
Ask for any...orall... 
there’s no charge 
How to Buy Better EDITORIAL VALUES — 


Answers to 37 questions every 
advertising buyer should ask. 


AOR Ss BR te, tas pn 


How to Buy Better CIRCULATION VALUES 
—Answers to 23 questions 
that puzzle advertisers. 


3 AUDIT OF KNOWN READERSHIP —a real 
“readership study”. . . built with facts. 
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PROCESSING 


PUTMAN 


PUBLISHING 


PUTMAN PUBLISHING COMPANY 


111 East Delaware Place, Chicago 11, Illinois 


Publishers of: Food Processing 
Food Marketing » Chemical Processing 


New York * Cleveland « Detroit * Rochester, N. Y. 
St. Louis * Los Angeles * San Francisco * Portland 
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Thousands of 
Sales Executives 
Are Using This 
Book Profitably 


It’s Yours Free... 
THERE'S NO OBLIGATION 


Sixteen pages of facts about 
successful industrial advertising 
programs. Learn why other manu- 
facturers, converters and distribu- 
tors use low-cost, proven Universal 
Match Book advertising to develop, 
improve and maintain customer 
relations . . . increase sales and 
profits. See how these companies 
extend their sales efforts with in- 
dividually designed Match Book 
distribution plans to reach specific 
markets. It's important reading in 


these days of competitive selling! 


Write for your 
free copy today 


A 
©) 


UNIVERSAL MATCH 
CORPORATION 
Serving the Nation and Its Business 
1501 Locust St. ¢ St. Louis 3, Mo. 
Sales Offices in Principal Cities 
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tions still being made available for 
AEC 
which are not likely to be signifi- 


military and construction 
cantly reduced during the first six 
months of 1954. 

Within the evolving construction 
picture one trend looms more clear- 
ly than any other. Precast con- 
struction including prestressed con- 
crete is assuming a prominent posi- 
tion in American structural prac- 
tice. Lift-up and tilt-up walls are 
making a debut in the East; Navy 
housing is using sandwich wall con- 
struction; multi-story Marine bar- 
racks are being built by the Youtz- 
Slick lift slab method. Daily, new 
projects making use of some form 
of the precasting technique are be- 
ing announced. 

Use of precast panels is not lim- 
ited to reinforced concrete frames 
but has further possibilities as an 
enclosing envelope for steel frame 
In further extension of 
the idea. reinforced concrete struc- 


structures. 


tural shapes for bridge construction 
are now being manufactured. 

Where the economic limit of this 
type of construction lies is presently 
unknown to this observer. Un- 
doubtedly, many factors must be 
weighed before coming to that con- 
clusion. It is obvious, however, that 
the potential in this field of design 
and construction is great and _ its 
economic advantages are rapidly 
becoming apparent. 

The field of prefabrication has not 
limited itself to concrete construc- 
tion. Specifically, developments have 
been made in the use of large metal- 
lic panels to enclose large exterior 
wall areas. The advantage of this 
type of construction is speedy erec- 
tion with its attendant benefits of 
fewer man hours on the job and an 
earlier return on the investment. 

The advantages of prefabrication 
and duplication of structural ele- 
ments are now being actively ex- 
plored by the construction industry 
Rapid growth of this field of con- 
struction in the near future should 
ROBERT K. 
Civil 


not be unexpected 


LOCKWOOD, associate editor, 


Engineering, New York 
g { 


New Alaska Frontier . . The 
heavy construction industry is 
maintaining the volume of work 
that was predicted for the current 


vear, and has excellent prospects for 


another good year in 1954. Costs 
remain high both in labor and ma- 
terials, and are held within bounds 
only by more economy in design, 
more efficient construction machin- 
ery, and utilization of new working 
methods and materials. 

More structures are being built by 
precasting members in assembly line 
techniques at a central point, rather 
than by constructing the bridge or 
building piece by piece at the job 
site. Along with this technique go 
the new developments of prestressed 
concrete to save steel, and thin shell 
construction that saves both steel 
and concrete through a new prin- 
ciple of design. Tilt-up and lift-up 
types of construction with precast 
floors and walls are also proving 
economical and satisfactory. 

Costs in steel erection are being 
cut by the use of high tensile bolts 
and the use of shop welding to take 
the place of riveting connections in 
the field. 
in bricklaying, are being overcome 
by the use of metal exterior wall 


High labor costs, such as 


panels to enclose skyscrapers. Struc- 
tures built with these modern and 
functional features are a_ talking 
point in themselves for new mar- 
kets. 

Geographically, the tremendous 
construction under 
way in Alaska is opening a wide 


While 


most of the work is sparked by the 


program now 
frontier for new markets. 


military, civil construction programs 
cannot be far behind in the develop- 
ment of the resources of this last re- 
maining frontier in America. . . WIL- 
LIAM H. QUIRK, editor, Contractors & 
Engineers, New York. 


Fluoridation Grows . . The pro- 
viding of water supply is actually 
the biggest of all industries, both in 
volume and in weight of the preduct 
supplied. The water works plants 
of this country provide for a daily 
consumption of over 13 billion gal- 
lons, or 57 million tons every 24 
This is domestic water sup- 
ply alone. Many billions of gallons 
in addition are pumped by industry 


hours 


for its own uses. 

Annual construction expenditure 
in the water works field is $300,000,- 
000, with an equal amount spent an- 
nually on operation and mainte- 
nance. 

Demand for water supply right 


ntir 





Miechanization 


MAKES THE WEST THE 


*1 Farm Equipment Market! 


Here's Why tarming in the West is BIG BUSINESS — 


Western farms produce 18 2% by dollar volume of all farm products on... 


12 %2 % of the nation’s cropland, with only . .. 
92% of the labor force 
... and it does this through mechanized production methods. 


With long growing seasons and extensive irrigation, a great many Western 
farming areas produce several crops a year. Equipment utilization—and replace- 
ment—is high. Add the Western farmer's high income (20% to 550% above 
the national average in 1952) and you have the ideal combination for big sales 
volume—the need for equipment plus the money to buy! 


WESTERN EQUIPMENT JOBBERS AND DEALERS HOLD KEY TO THIS GOLDEN MARKET 


Often the only ‘‘link'’ between the farmer and the factory 2,000 miles away, 
are Western wholesalers and dealers. They are vital to farmer and manufacturer 
alike. They know the varied and different needs of Western farming, know where 
and how your equipment can be used. They have the facilities to stock and 
demonstrate your line, service it properly. Sell them and you unlock the profit- 
building sales potential of America's top farm equipment market. 


How? 





How do you reach Western dealer and jobber effectively at 
lowest cost? Through consistent advertising in IMPLEMENT 
RECORD, their ‘‘own'’ trade paper since 1904! Put IMPLE- 
MENT RECORD on your national schedule now. 


Call or write our nearest District Manager for facts and figures. 


DISTRICT MANAGERS: 





A KING PUBLICATION 


609 MISSION ST., SAN FRANCISCO 5, CALIF. 


NEW YORK—Richard J. Murphy 
107-51 131st St., Richmond Hill 19 
Telephone JAmaica 9-265) 
CLEVELAND—Clifford E. Beavan 
3307 E. 149th St., Cleveland 20 
Telephone Skyline 1-6552 
CHICAGO—A. C. Petersen 

3423 Prairie Ave., Brookfield, III. 
Telephone Brookfield 532 


SAN FRANCISCO—V. C. Dowdle 
609 Mission St., SF. 5, Calif 
Telephone YUkon 2.4343 

LOS ANGELES—J. E. Badgley 

128 So. Mansfield, L.A. 36, Calif. 
Telephone WEbster 8.8512 

PAC. N. W.—Arthur J. Urbain 
609 Mission St., SF. 5, Calif, 
Telephone YUkon 2.4343 




















KING also publishes WESTERN CONSTRUCTION and WESTERN INDUSTRY 








B... up your franchised dealers! 
Point them out with dynamic, colorful 
PF decais! On windows, doors, store 
interiors, PF decals identify your 


dealers . . . help you cash in on the 
pulling power of your national adver- 
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decal merchandiser, says: 


BUILD GOOD WILL 
AND SALES 

WITH PF 
DEALER-SERVICE 
DECALS! 


tising. Remember, every type of PF 
decal -- window decals, nameplate 
decals, product-decoration decals, 
decal valances — sticks to its job of 
turning impulses into sales! 


PF DECALS . . . your last link between advertising and the sale! 


ha 
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©. 


art services, 
consultations 

and estimates 
without obligation 


Please send me your 
FREE BOOKLET “DECAL-WAYS TO SALES!” 


with samples of PF decals. 
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now, especially in the eastern part 
of the country, is stimulated by the 
recent record-breaking heat of the 
summer. Increase in use of water 
was stimulated during the hot pe- 
riod and will continue to some ex- 
tent after the hot period subsides. 
Greatly increased use of air condi- 
tioning is one of the factors. 

The majority of water systems, 
however, are not interested in pro- 
moting wider use of water and are 
more inclined to urge its conserva- 
tion. 

Rapidly increasing interest in 
fluoridation of public water supplies 
will materially increase the market 
for feeding and other 
equipment used in providing fluo- 
rides in the water supply system. 

A survey made early this year 
showed that at the end of 1952 there 
were 354 water systems that added 
fluorides to the water systems, 
whereas at the end of 1951 there 
were 172 or less than half the 1952 
number. 

Water experts see no marked 
changes in the field other than the 
constant development of new equip- 
ment and materials, including plas- 
tics, which keep the profession con- 
stantly on the alert for the most ef- 
ficient methods and materials for 
conducting their activities. . . KARI 
M. MANN, president, Water Works 
Engineering, New York. 


machines 


Federal Cut-Backs . . Careful an- 
alysis of the major factors that in- 
fiuence the nation’s economy should 
dispel any fear that the construction 
industry will suffer a critical set- 
back, or that general business will 
experience a prolonged recession of 
serious proportions in this post- 
Korean readjustment period. The 
so-called “peace offensive” and the 
stretching out of the defense build- 
up will have little adverse effect on 
present high levels of construction 

There has been a general tend- 
ency to forget that a healthy pros- 
perity is based on sound economic 
principles . . not on war and infla- 
tion. Since defense construction in 
itself is but a small part of total 
security spending, complete  stop- 
page of this work would have little 
effect on the nation’s over-all econ- 
omy. 

A greater threat lies in current 
cut-backs of public works appropri- 
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You'll find tool engineers especially active in struments and Related Products. You'll also find 
metalworking industries like these: Fabricated they exert a lot of influence in ALL other types 
Metal Products; Machinery (both electrical and of industry. 


non-electrical) ; Transportation Equipment; In- 





IF YOUR PRODUCT AND USED BY MEN WITH 
IS USED IN TITLES LIKE THESE - 





Chief Tool Engineer Production Engineer 
T H E S E ©) P E R ATI Oo N S = Design Engineer Quality Control 
Executive Engineer Manager 
Industrial Engineer Superintendent 
@ MATERIAL WORKING Manufacturing Tool Designer 
te . ; Engineer Tool Engineer 
(Machining, forming, and forging) Master Mechanic Tooling Analyst 
Process Engineer Works Manager 
e CASTING 
e@ INSPECTION and CONTROL 
fny man who plans and specifies prod- 
@ MATERIALS HANDLING ucts for his company’s processes of 
, manufacturing is performing the tool 
e JOINING engineering function. That's why _ tooi 
engineers have hundreds of different 
e@ HEAT TREATING tithes. 
e FINISHING 











The tool engineer is your man 


IuToo! 


Sell him through 


his own magazine! 
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PUBLICATION OF 
THE AMERICAN SOCIETY OF TOOL ENGINEERS 


Enaginm 
ASTE BUILDING, 10700 PURITAN AVENUE, 
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ations by the federal government. 
The effect of these budgetary re- 
ductions, however, will be offset in 
large measure by private enterprise 
construction and by increased 
spending for civilian needs at state 
and local levels. 

Population growth and technolog- 
ical progress should more than com- 
pensate for cutbacks in defense 
spending. We need schools, homes, 
community and commercial build- 
ings as well as highways, utilities, 
industrial plants and facilities for 
the processing and manufacture of 
food and consumer goods. 

Delays in the provision of these 
facilities have created a tremendous 
demand for construction of all types. 
Government officials have estimated 
the backlog of known planned con- 
struction projects in the neighbor- 
hood of $70 billion. 

A war-free atmosphere should re- 
duce the present tax 
business and individuals and create 


burden on 


spending power that could lead to 
High- 


level expenditures by private busi- 


boom conditions in industry. 


ness over the next few years are in- 
dicated by recent surveys. These 
and other factors are inconsistent 
with views that predict a gloomy 
future for construction in a peace- 
time economy. 

A return to a period of intense 
competition, with greater emphasis 
on efficiency and lower cost of pro- 
duction, will have a stabilizing effect 
on business and create a healthy 
economic climate for future expan- 
sion. . . DON KING, editor, Construc- 


tion Equipment, New York. 


More Mobile Machines . . There 
are two very significant trends in 
the construction industry which are 
of interest from a merchandising 
and distribution standpoint. 

The first affects the manufacturer 
because it is the result of an im- 
portant change in the thinking of 
the contractor. As it concerns heavy 
construction machinery the trend is 
toward a smaller and more mobile 
machine. 

A number of elements enter into 
this. One is the cost in relation to 
productivity. Second is the matter 
of changes in compaction standards 
which has, in many states, almost 
ruled out the large capacity ma- 


chines. Third is the problem of 


| 


| 
| 





Electrically, the Western States are this big— 


o In 

1940 
6,349,095 
24,410 
$140,275,000 
361.210 


1953 
14,681,701 
78,068 
$765,000,000 
1.686.884 


Eleven Western States 
(total) 131% 


220% 


Kw generating capacity 
Kwh generated (millions) 
Utility construction 

Kw of capacity added 


There are many new people to sell— 


Number of electric 3.986.361 7.019.896 


Pacific Gas and Electric Co. 


customers 


employees ‘ 12.544 19,025 
Southern California Edison Co. 
employees 4.616 
Sacramento Municipal Utility 
District employees 
Arizona Publie Service Co 
employees errr ere 
Pacific Power & Light Co 
employees oe ‘ 
Pacific Coast Electrical Assn 


membership 


And one best way to reach them— 


West 


paid subscribers 


ELECTRICAL 
5.889 
number of advertisers 

pages of advertising 


pages of editorial 


Here's how they'll grow in 1954 and 1955— 


1954 1955 
2.965.314 2 216.950 
5,645 5,510 
8,025 i 8OO 
8.375.000 8.170.000 
250,000 250.000 


Kw of new capacity (planned) 
Miles transmission line (est.) 
Miles distribution line (est.) 

Kva-substations (est.) 


New customers (est.) 


That's why ELECTRICAL WEST should be on 
electrical equipment advertising schedules 


electrical industry in the 11 
whole 


West Aas served the 


States for 67 


ELECTRICAL entire 


Western years. Reaches utilities, contractors, 


salers and other buying influences 


Representatives 
WALTER KLEIN—New York M. |. O'CONNELL—Chicago 


CARL DYSINGER—tlLos Angeles 


ELECTRICAL WEST 


A McGraw-Hill Publication 


R. C. ALCORN—San Francisco 
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plenty of pulling 

power can give your 

sales a “big lift.” 
In one issue alone, MECHANICAL 
ENGINEERING produced 33,693 
product information requests. 
These fact-finding requests 
were from mechanical 
engineers in 21 basic industries 
...men who specify and 
buy... men who make or 
break a sale. 


MECHANICAL ENGINEERING iS 
the one publication that sells 
35,000 mechanical engineers 
exclusively, in industry 

after industry. 


Engineers are educated 
to specify and buy. 


MECHANICAL 
ENGINEERING 


Published by 
THE AMERICAN SOCIETY OF 


MECHANICAL ENGINEERS 


a 
29 West 39th Street 


New York 18, N. Y. 








maintaining haul roads for 24 to 30 
yard loads under anything but ideal 
conditions. Fourth is highway load- 
limits which rule the huge machines 
off the highway unless on low-bed 
trailers. Sometimes even these do 
not suffice. 

Some of the same factors apply to 
shovels and draglines, to paving ma- 
chines and other heavy construc- 
tion machinery. 

Not the least to be considered is 
the factor of cost. Today, even a 
small contractor must have at least 
two rubber-tired rigs if he wants to 
bid jobs or take sub-contracts. He 
must also have a push-cat and may- 
be a motor grader to maintain his 
haul road. The small machines of 
up to 12 yard capacity cost less and 
work faster. He can own an ef- 
ficient operating unit for less 

The manufacturer and distributor 
have other trends to consider. Com- 


More 


manufacturers are striving for lead- 


petition is becoming keener 
ership. There have been tremen- 
dous developments in all types of 
machinery. There are many more 
machines designed and engineered 
for specialized performance. 

This brings into the distribution a 
requirement for a greate: special- 
ization in selling. In the past too 
much machinery has been sold on 
the basis of ‘credit-terms’ rather 
than engineering advantages. Al- 
ready this type of selling is straining 
the financial background of many 
dealers and, if continued, could be 
disastrous to any dealer regardless 
of his assets 

Manufacturing capacity and man- 
ufacturing skills have tremendously 
increased the production of con- 
struction machinery. To sell that 
output, a high type of creative and 
product-feature selling is an abso- 
lute necessity. This is a tremendous 
challenge to both the manufacturer 
and distributor 

Some almost revolutionary sales- 
training programs are indicated. A 
hammer-and-tongs, product-feature 
advertising approach and a_ sales 
program directed toward new fun- 
damentals in product education are 
required. Even the outstanding 
leaders cannot rest on laurels gained 
in the past decade 

Right now there is a ‘race’ to de- 
sign new and more powerful as well 
as more efficient and productive 


Selling costs for dealers 
and manufacturers is rising. Profit 
spreads are not wide between cost 


machines. 


and selling price for either manu- 
distributor. Greater 
selling effectiveness is essential. 

We may well expect a tremendous 


facturer or 


increase in selling pressure . . more 
graphic advertising presentations of 
product-features .. possibly a great- 
er advertising investment, but in 
any case better advertising and 
merchandising. 

Heavy construction outlook is for 
continued high totals. Higher costs 
reduce the number of projects pos- 
sible. 
tive bidding on a less _ profitable 
To stay in 


Fewer jobs means competi- 


basis for the contractor 
business he needs more productive 
machinery. To sell him will require 
more efficient salesmanship. .. G 
L. ANDERSON, secretary, Associated 
Construction Publications, Minne- 


apolis. 


Population Boom . . Outstanding 
fact in the U.S. economy today is 
Basic 


population 


the rapid rate of expansion 
to this expansion is 
growth, which is currently adding 
51,000 net new consumers to the 
country’s market every single week. 
This is an increment of some 2,650,- 
000 persons annually, nearly three 
times the annual increment recorded 
in the depression decade of the 
1930's 

New population requires new 
structural facilities of every kind, 
such as houses, schools, factories for 
increased output of consumer goods, 
water supply and other community 
facilities, highways, retail stores and 
shopping centers. The momentum 
of population growth is so great that 
a strong demand for all these con- 
struction types may be expected to 
continue for a long time to come 

The year 1953 will see the largest 
dollai 


country ever had 


volume of construction the 
Even if the set- 
back which many people have been 
expecting should come about, it is 
apt to be short-lived and of moder- 
ate magnitude. 

By reason of a reduced marriage 
rate, new family formations are cur- 
rently at a lower rate than they 
were several years back. Conse- 
quently, the number of new dwell- 
ing units reauired is somewhat less 
the birth 


than formerly However. 
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puts your sales message 


at the fingertips of 6,000 key men 


in the steel industry... 


and Keeps it there all year-round! 





Now going into its 5th Edition, 
the Steel Industry is already a tradition in the steel in- 
dustry and the only book of its kind. 

Watkins Cyclopedia of the Steel Industry brings to its 
readers an encyclopedia of manufacturing and fabricating 
processes, statistics, and the latest developments in 
Operating practice—and here’s what it brings to you: 

* Coverage of 6,000 key buyers in the steel industry —At 
a minimum cost and with no waste circulation. 
Watkins Cyclopedia of the Steel Industry goes only 
to those men who have the power to recommend and 
purchase plant equipment and supplies. 

Year-round readership» Watkins Cyclopedia of the 
Steel Industry 1s opened for reference all year-round 
by these executives who consider it an authority on 
the operations and problems of the steel industry. 


* Free position that’s planned for maximum ad impact 


Each editorial section contains the advertisements of 


Watkins Cyclopedia of 


the manufacturers and suppliers whose products are 
related to the process covered in that section. You 
determine the editorial section in which your ads 
will appear. 


Free listings in the important Buyer’s Guide Section 

For each ad page, you are entitled to 8 free listings in 
the Buyer’s Guide Section. Every day of the year, 
buyers consult the pages of this alphabetical products 
section to determine who makes the products or offers 


the services they require. 


Free listings in the much-consulted Advertiser's Index 
This listing, complete with company name, address, 
products or services, is a quick, handy reference for 
your prospects when they are ready to act 


The closing date for the 1955 edition is March 1, 1954 


For more information, contact 


STEEL PUBLICATIONS, INC. 


4 Smithfield Street, Pittsburgh, Pa. Phone: COurt 1-1214 
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Nut processors are food processors. Here's a partial list of equipment, 
ingredients and supplies they buy. Each * indicates an item also used 
in other kinds of food plants. 


sorting and grading machines 
buckot elevators 

belt conveyors 

screw conveyors 

continuous roasters 

electric eyes 

fillers 


labelers 
case-sealers 

mills 

roasters , dryers 
bins , hoppers 
jars , cans 
flexible packaging 


vibrating screens 


cracking machines, bianchers 
cyclone equipmen? 

centrifuges 

monorails , hoists 

pumps , valves , piping 
measurement & control instruments 
fans , blowers 

truck scales , batch scales 

bin vibrators 

homogenizers 

salt , edible oils 

motors , controls 

industrial trucks 

proportioners 

insecticides , cleaning compounds 





As the hours and billions 
of nuts go by, Alma the Almond Sorter gets a creeping fixation 
called almond-eyes: at best, she sees fewer and fewer bad almonds 
—at worst, all the nuts begin to look normal. So Jennie is there 
to check Alma, and Bertha checks Jennie. The boss checks cost and 
quality. They won’t do. So he hauls in 50 electronic sorters with 
tireless eyes; replaces 200 almond-eyed Almas with 4 workers to 
tend the machines. Up goes quality, down goes cost. And that’s 
how engineering makes food hot... one of your hottest industrial 
markets. 


not just y this engineering revolution. Since 
1946, it’s killed 30,000 antique-type food companies (Alma at the 
deathbed ). It’s helping the smart ones to take over the industry’s 
growing production. It’s raised output per man-hour a thumping 
21%. in 6 years. And it’s costing up to $1 billion a year for new 
plant and equipment alone. 


feeds the revolution by describing this electronic proc- 


ess that can out-sort Alma on many foods, dehydrated soup to nuts. 
For one of FE’s jobs is to help each kind of progressive food plant 
use the experience of the others — bakery, brewery, candy plant, 
cannery, dairy, meat plant. 


This is why Food ENGINEERING’s circulation has tripled in 12 
years. It’s why the men who buy vote FE tops in every industry- 
wide readership poll. It’s why FE carries far more advertising 
than any other industry-wide food-plant magazine; why that vol- 
ume keeps growing; why many advertisers who want inquiries 
find FE out-pulling all other food-plant magazines. 


Hot book. Hot market. 


Just out! ''Food's Hot,’ FE's new 1954 Mar- 
ket & Media File — describing the food- 
engineering revolution and how FE can 
help you to sell a giant industry in tran- 
sition. Contains NIAA questions and 
answers. Send for a copy — no obligation. 





A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 





TEXTILE MILLS 
DOMINATE 


INDUSTRIAL 


MARKETS 
IN LATIN AMERICA 


interior of a Chilean cotton mill, typical 

of progressive Latin factories 
From Mexico to Argentina, more 
than 3000 mills are busy turning 
out the textile requirements for 
one hundred and fifty million 
people. In many classes of mer- 
chandise they produce less than 
half the local demand. Conse- 
quently, the pressure for expan- 
sion is great. 
Yet, even to-day, and discounting 
the growth to come, the textile 
industries of Latin-America pro- 
vide by far the largest single 
field for sales of industrial 
equipment. They buy special- 
ized textile machinery, of course. 
In addition to that they buy 
equipment for materials han- 
dling, air and water condition- 
ing, pumps, motors, compres- 
sors and a broad spectrum of in- 
dustrial goods. 
Almost without exception, these 
mills consult TEXTILES PAN. 
AMERICANOS for North Amer- 
ican sources of supply. It “talks 
their language”, gives you a 
quick and impressive introdue- 
tion to the most 
important = buy- 
ers in the field. 
Full information 
and rates on re- 
quest, 


anaineCatt 
PUBLISHING CO., Inc. 


570 7th Ave., NEW YORK 18 
LAckawanna 4-5563 


rate continues high and average 


families are larger. Thousands of 
families are outgrowing their pres- 
ent quarters and demanding more 
spacious and better houses than the 
minimum GI houses of the im- 
mediate postwar years. Enlargement 
of present houses meets the need for 
some. Others will acquire large: 
houses; builders and financial insti- 
tutions are currently experimenting 
with plans for facilitating easy 
trade-in of houses for those who 
wish to acquire new ones 

Housing activity, therefore, will 
continue high, even though at less 
than peak rates. There is now a 
tremendous back-log of demand for 
schools, also of improved highways 
These classes of construction should 
continue in large volume. This year, 
with all restrictions removed, com- 
mercial building volume has_ in- 
creased substantially and promises 
to continue at high levels THOMAS 
S. Ho.pen, 


Dodge Corp., 


vice-chairman, F. W 


New York 


Competition rougher . . The con- 
struction industry during 1953 will 
complete the largest volume of work 
in its history. Competition between 
general contractors for new work 
coming on the market, which al- 
ready was extremely keen, has been 
intensifying during the year. 
Materials and construction ma- 
chinery and equipment are readily 
stabilized in 


available and price 


with the exception of fabricated 
steel and cement which are in short 
There has 


been constant pressure for wage in- 


supply in some areas. 


creases 

These are the highlights of con- 
ditions in the construction industry 
tele- 
graphic survey conducted by The 


revealed in a_ nation-wide 
Associated General Contractors of 
America among its 122 chapters and 
branches and 84 elected directors 
On the basis of the replies to the 
survey, it is expected that the in- 
dustry will attain the volume in new 
construction of more than $34 bil- 
lion predicted early in the year 
While an A.G.C. survey made last 
March reported the roughest com- 
petition in the industry since 1940, 
the present query brought forth the 
almost unanimous response that it 


had gotten even more severe and 


would continue to intensify. Com- 
petition of this intensity in a year 
in which the largest volume of work 
in its history is being put in place 
is an indication of the capacity of 
the industry. 

The survey indicated that there 
would be more work during the 
next six months than in the pre- 
vious six months in all three cate- 
gories of construction building, 
highway and heavy. The greatest 
jump was forecast for highway con- 
struction, and the smallest increase 
was predicted in building work. 

76°. of the respondents to the poll 
reported that highway construction 
would be either greater or at the 
same high volume than in the pre- 
vious six months. 43°7 said it would 
be greater, 33°% indicated it would 
be the same, and 24° forecast that 
it would be less. 

In heavy construction, 57% of the 
respondents were of the opinion that 
the volume of work for the next six 
months would be greater or the 
same as in the past six months. This 
was made up of 24° who looked for 
an increase and 33°, who expected 
it to maintain its present pace. 

21° of the reports were for an 
increase in building work for the 
next six months, and 30° said it 
would be at the same level, giving a 
total of 51% reporting a volume in 
this branch of construction either 
greater or equal to that of the past 
six months. 

With 98° 
stating that materials were readily 
available (with the exception of the 


of the survey replies 


above-mentioned slow delivery of 
steel and cement) and 71% fore- 
casting that materials prices would 
remain stable in the next six 
months, it is evident that contractors 
will experience no headaches in this 
quarter 

Most significant trends to emerge 
from the replies to the survey were 
the predicted declines in industrial 
and_ residential construction, and 
gains in commercial and school con- 
struction. The situation in public 
works is apparently going to remain 
fluid with the decline in federal 
work being made up somewhat by 
an increase in state, municipal and 
WILLIAM E 
WOODRUFF, editor, The 


Constructor, Washington, D.C ® 


county contracts 


managing 





know where fo find the 


pl q 
| tallest building in the world... but 


do most buyers of industrial equipment 
know where to buy your products? 
There’s a quick, sure way to tell them 
Trade Mark Service in the ‘yellow pages’ 
of telephone directories. 

Trade Mark Service is the perfect link 
between your advertising and local 
outlets. It gives the names of your local 
distributors and agents, their addresses, 
telephone numbers and essential product 
information. 

Do you want to be sure that prospects can 
find where to buy your products— that 
your dealers get more business from your 
advertising? Trade Mark Service in the 


‘yellow pages’ is the answer. 


Se tC 


SSCA ae 
S$ 4 KCK wy 


Your telephone business office wi!l supply further information or see Standard Rate and Data (Consumer Edition)  (: &) 


AA 








News 


of industrial sales and advertising 


Donald McGraw becomes head 
of company after death 
of brother, Curtis 


.. Donald C. McGraw, 
former vice-president for manufac- 


@ NEW YORK 


turing and general services, has 
been elected president of McGraw- 
Hill Publishing Co 

He succeeds his brother, the late 
Curtis W. McGraw. The office of 
chairman of the board, held by the 
late Mr. MeGraw, has been elim- 
inated No other 
made among McGraw-Hill officers 

Youngest son of the late James H. 
McGraw, Sr., company founder, Mr. 
McGraw has been a vice-president 
of McGraw-Hill since 1945 


Educated at Lawrenceville School 


changes were 


and Princeton University, he served 
with the Navy in World War I and 
joined McGraw-Hill in 1919, work- 
ing on the advertising staff of 
Chemical & Metallurgical Engineer- 
ing (now Chemical Engineering). 

In 1921 he transferred to the 
pressroom and omposing room 
which the company then operated in 
its building at 36th St. and Tenth 
Ave. In 1924 he took charge of op- 
eration of the building and the 
printing shop 

He was named secretary of the 
company in 1933 and was placed in 
charge of production and manufac- 
turing. Since then he has been re- 
sponsible for the handling of all 
contracts for printing, binding, en- 
graving and paper supply for the 
entire McGraw-Hill operation. 

He became a director in 1935 and 
a vice-president in 1945. In 1950 
he became a director of McGraw- 
Hill Book Co., a McGraw-Hill sub- 
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C. W. McGraw D. C. McGraw 


Curtis McGraw, chairman 
of McGraw-Hill, dies at 57 


® NEW YORK Curtis Whittlesey 
McGraw, 57, president and chairman 
of the board of McGraw-Hill Pub- 
lishing Co., died of heart failure 
while he slept at the Carlyle Hotel 
Sept. 9 

He had appeared to be in good 
health and had attended an outing 
that day for the company’s Atlantic 
district sales force. 

Mr. McGraw was the third son of 
the late James H. McGraw, Sr., 
founder of the publishing company. 

Curtis McGraw had served Mc- 
Graw-Hill 1920, 
when he graduated from Princeton 
University where he was captain of 
the varsity football team. He went 
to work for McGraw-Hill Book Co. 
in 1920 and served as vice-president 
and treasurer from 1927-50. In 1943 
he was elected vice-president and 
treasurer of McGraw-Hill Publish- 
ing Co. He became president and 
board chairman in 1950, succeeding 
his elder brother, James H. Mc- 
Graw, Jr., who resigned. 

Among his many 
business and civic affairs was his 
service as a member of the recently 
appointed advisory board named by 


companies — since 


activities in 


the Postmaster General for the Post 
Office Department. He was a past 
director and president of American 
Book Publishers’ Council, director 
of the First National Bank of 
Princeton, N. J.; Dragon Cement 
Co., New York; Princeton Univer- 
sity Press; Magazine Publishers 
Assn.; National Assn. of Manufac- 
turers; New Jersey Republican Fi- 
nance Committee, and various clubs. 
He is survived by his mother, 
Mrs. James H. McGraw Sr.; his 
wife; a daughter, Mrs. James L. 
Stoltfus of Lake Forest, Ill., and two 
brothers, James H. McGraw Jr., 
now president and board chairman 
of Old Town Corp., New York, man- 
ufacturer of office equipment, and 
Donald C. McGraw, former vice- 
president for manufacturing and 
services, of McGraw-Hill, who suc- 
ceeds his brother as president. 


Publishers urged to increase 


rates, cut costs, expand 
® cHICAGO . . Business paper pub- 
lishers should raise their advertising 
rates, James B. Kobak, head of the 
publishing division, J. K. Lasser Co.., 
New York, told members of the 
Chicago Business Publications As- 
sociation. 
Under 


“business paper advertising is the 


present rates, he = said, 
biggest bargain in the country.” 

“While publishing costs have ris- 
en more than 100% since 1939,” the 
speaker pointed out, “per-thousand 
rates have increased only 36%.” 

Increased rates are needed, he 
said, to meet the squeeze of rising 
“one of five business papers 
and to help 
provide more services to advertisers. 

Mr. Kobak flatly declared, “There 
have been seven years of great 
plenty since 1946 and there will be 
seven more.” 

He based his prediction on an all- 
time high in the standard of liv- 
ing, the increasing population, and 
such technological advances as in- 
dustrial electronics, nuclear energy, 
helicopter transportation and semi- 
automatic operation of factories. 

Business papers follow the trend 
of general industry very closely, Mr 
Kobak said, and recommended that 
publishers, in addition to raising 
rates, expand their operations, cut 
costs and plan for lower taxes. 


COMBS... 


are losing money” 





Engineer 


P. O. BOX 1589 DALLAS, TEXAS 
PASADENA, CALIFORNIA: Richard P. McKey, 465 E. Union 


St., RYan 1-8779, New york: Joe B. Woods, 52 Vanderbilt 
Ave., MUrray Hil! 4-1880, cuicaco: E. V. Perkins, 53 
W. Jackson Blvd., HArrison 7-6883, paitas: Abbott 
Sparks, STerling 4403. 


The Petroleum Engineer has 

editorially earned a reputation for 

readership and re-readership among the 

petroleum industry’s engineering-operating men. 

That’s why your ad in PE hits harder .. . and lives 

longer through both high readership and reference value. 

And not only is PE’s editorial just what your buyer ordered .. , 

but it is delivered to him in the edition of his choice through PE’s 

selective four-editions plan. Investigate today .. . see how PE’s 

power-packed selling package can be cast to economically meet 
your petroleum industry advertising needs. 


FOR SPECIALIZED COVERAGE: If your products or services are sold 


in just one division of the petroleum industry, buy space in one of 
these three specialized editions: Drilling and Production Edition 
or Refining and Petrochemical Edition or Oil and Gas Pipelining 
Edition. Now, in addition, and at no extra cost, your advertisement 
placed in any one of these Specialized Editions is also distributed to 
an all-important segment of additiongl subscribers by the Combined 
Edition. This edition is simply a composite of the three specialized 
editions, subscribed to by all those operating men who prefer editorial 
coverage of the entire industry. 

This means that a drilling-producing ad goes in two editions to 14,792 
ABC subscribers; a refining-petrochemical ad goes in two editions to 
7,850 ABC subscribers; an oil and gas pipeline ad goes in two editions 
to 7.045 ABC subscribers. You pay only for the coverage you want. 
You reach both the Specialized and Combined interest reader in the 
edition of his preference. 


FOR ALL-INDUSTRY COVERAGE: Each of PE’s three Specialized 
Editions . . . and PE’s Combined Edition . . . contains a General 
Section of editorial interest to all petroleum readers. If your product 
or service demands all-industry coverage, you buy space in this 
General Section. This means your ell-industry ad goes in all four 
separate PE editions . . . to 22,131 ABC subscribers at a modest 
“across the board” rate. All four editions are published monthly ... 
released simultaneously ... with only one plate required. ; 
See your nearest PE representative today and start getting greater 
advertising dollar value the PE way! 


not 1 

not 2 

; not 3 
BUT 4 


SEPARATE 
MAGAZINES 











A "DOGEARED” 


Issue ... means a 


well read Issue, 


Like every publisher we get a great deal 
of satisfaction in rippling through our 
latest issue just off the press. We like 
its newness, the fresh smell of printer's 
ink, the feel of the glossy stock, our new 
cover design “brain storm.” 


But our biggest kick comes in filling 
requests from our readers for back issues 
to replace copies worn out from constant 
year-round reference. 
A publication read once and discarded, 
is finished advertising wise. But kept 
and referred to constantly makes 
that publication's advertising produce 
multiple sales contacts! If your product 
is bought or specified by ceramists, the 
Ceramic Bulletin can keep your advertis- 
ing message constantly on tap in the 
offices of the 5,000 key ceramists. 


When Your Advertising Message 
Appears in Ceramic Bulletin, you 
make CONSTANT Sales Contacts 
with all key men in every 
branch of ceramics: 


EXECUTIVE PERSONNEL 
CERAMIC ENGINEERS 


RESEASCH DIRECTORS 


PLANT MANAGERS 
AND SUPER’T'S 


eramic 


ulletin 


justrial Marketing 
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sidiary, and of Newton Falls Paper 
Mill, half of which is owned by Mc- 
Graw-Hill 

A resident of Summit, N. J., Mr. 
McGraw has been active in civic 
activities. These include the Sum- 
mit Red Cross campaign, the an- 
nual drive of the Overlook Hospital 
of Summit, Princeton University’s 
“Annual Giving” campaign, and the 
building fund of the Presbyterian 
Church of Madison, N. J 

Mr. and Mrs. McGraw have two 
sons . . Donald C. McGraw, Jr., on 
the sales staff of Product Engineer- 
ing, and John Louis McGraw, now 
serving with the Navy . and a 
daughter, Mrs. J. T. McBroom of 
Roanoke, Va. 


Industrial Laboratories starts 
new publication in January 


® CHICAGO A new publication, 
Industrial Science & Engineering, 
aiming at advanced engineering stu- 
dents, will be published by Indus- 
trial Laboratories Publishing Co., 
beginning in January. 

The monthly publication wil! have 
a controlled circulation guaranteed 
at 35,000 and will be 
Controlled Circulation Audit, Frank 
D. Thompson, publisher, announced 


audited by 


The publication will be an ad- 
vanced-student edition of Industrial 
Laboratories 

Distribution will be among senior 
and graduate engineering students 
at colleges and universities . . stu- 
dents who can be expected to join 
the ranks of industry and influence 
purchasing within several years. 

Editor will be George A. Whitt- 
ington, who will continue as editor 
of Industrial Laboratories, which he 
has served since its founding. Man- 


aging editor will be Marvin Ham- 
mer, who will continue as assistant 
editor, Industrial Laboratories. Vic- 
tor Raiser is sales manager of both 
publications. 


New ABP campaign will 
dramatize editorial job 

® SEATTLE . . A new advertising 
campaign, stressing the theory that 
the impact of business publication 
advertising grows out of editorial 
value, will soon be launched by As- 
Publications, it 
was revealed by ABP president 
William K. Beard Jr. during a re- 


gional conference of the association’s 


sociated Business 


member-publishers. 

Objective of the campaign is to 
dramatize the editorial job done by 
serving both 
It was de- 


business papers in 
readers and advertisers. 
signed as the result of the collective 
thinking of 22 publication executives 
who comprise ABP’s research and 
promotion committee. Each spread 
in the new series will be illustrated 
by editorial features taken from 
various member-papers of the as- 
sociation, and will point up the 


scope of good business paper editing. 


Chirurg wins sixth consecutive 

award for annual report 

® NEW YORK The 24-page an- 
nual report issued by James Thomas 
Chirurg Co., New York and Boston 
industrial agency, has won a merit 
award from Financial World for the 
sixth consecutive year. 

This also marks the sixth time 
that Chirurg has been the only ad- 
vertising agency to receive such an 
The award states that the 
report was “judged as among the 


award 


most moder: from the standpoint of 
content, typography and format of 
the 5,000 annual reports examined.” 


Show 74 out of 75 industrial 
sales executives help buying 
® NEW yYorK .. A heavy majority of 
industrial sales executives influence 
buying decisions of their own com- 
panies, a survey by Business Week 
shows. 

The survey was conducted among 
sales executives to determine the 
amount of their participation in ac- 
tivities not directly associated with 
sales. The study showed that 74 out 
of 75 sales executives participated in 


AA 


ntinued on page 44 
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Growing Market Means New Prospects... 


and greater need for advertising. Why? Because new buying influences appear 
on the scene faster than your salesmen and dealers can contact them. Unless 
you reach them through ADVERTISING, you lose an important part of your 
sales potential—the new account. 








Advertising support especially necessary in the West 


Here in the West, industry is growing at twice the national 

rate—postwar average of 3.8* NEW manufacturing estab- 

lishments per day (*1947-50, U. S. Dept. of Com. data). Dis- Get the Facts 
tances between industrial centers are great (Los Angeles to tell ax alin: ane 
Seattle, 1,183 miles). New developments and projects are District Manager near- 
likely to be remote. Salesmen simply cannot cover all bases. est you NOW. 


The Answer? 


Consistent advertising in WESTERN INDUSTRY, whose 
circulation is matched to current buying power. Frequent 
field calls on new industrial plants and continuous searching 
of directories and news sources, plus list verification, means 
LIVE circulation that keeps pace with fast-changing condi- 
tions here. (967 names removed and 1,011 added during the 
last 6 months of 1952). 





To get your share of profitable 
WESTERN business and to assure 
coverage of potential new accounts, 


put WESTERN INDUSTRY on your 


td 

Was PT national schedule NOW. 

Industr A KING PUBLICATION 
609 MISSION ST., SAN FRANCISCO 5, CALIF. 





DISTRICT MANAGERS: 


ca 

NEW YORK—Richard J. Murphy SAN FRANCISCO-V. C. Dowdle 
107-51 - 131st St., Richmond Hill 19 609 Mission St., S. F. 5, Calif 

Opa Telephone JAmaica 9-265! Telephone YUkon 2.4343 
CLEVELANOD—Clifford E. Beavan LOS ANGELES—J. E. Badgley 
3307 E. 149th St., Cleveland 20, Ohio 128 So. Mansfield, L. A. 36, Col 
Telephone SKyline 1-6552 Telephone WEbster 8-8512 
CHICAGO—A. C. Petersen PAC. N. W.—Arthur J. Urbain 
3423 Prairie Ave., Brookfield, III. 609 Mission St., S. F. 5, Calif. 
Telephone Brockfield 532 Telephone YUkon 2-4343 





KING also publishes WESTERN CONSTRUCTION and IMPLEMENT RECORD 
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multi-billion dollar 
Meat Packing Industry 


You can sell the $15 Billion dollar Meat Packing Industry by 
putting more sales power into your punch with the ‘one-two’ 
combination of the National Provisioner and the Annual Meat 


Packers Guide. 
product or service 


Here’s a result-producing sales team to sell your 
— the sure way to get your share of this mar- 


ket. You can’t beat this ‘one-two’ combination for sales power. 
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NATIONAL PROVISIONER 
PUBLISHED WEEKLY 


Many times daily . business decisions are 
based on the Provisioner’s editorial and 
market information. Through its weekly 
service of extensive and dependable market 
information, the Provisioner has earned the 
title of “Voice of the Meat Packing Indus- 
try’ ... plus a healthy 85° subscription 
renewal rate. The Provisioner knows how 
to reach this vast market ... can do a 
better selling job for you. Phone or write 
today for complete information. 


MEAT PACKERS GUIDE 
PUBLISHED ANNUALLY 


The GUIDE is the Industry's only reference 
and buying aid ... used consistently by 
99.2% of the Industry for reference and 
buying information, It brings vour sales 
message to plant officials at the moment 
they are in a buying mood. Starting with 
the 15th edition (1954) your advertising in 
the GUIDE can be in either of two separate 
sections the Reference and Data Sec 
tion ... and Buyer's Guide Section 
enabling you to tailor your advertising to 
suit the buyer's information needs. 


Write for brochures on the Provisioner and the GUIDE 
for specific information on the Meat Industry Market. 
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decisions concerning products or 


materials to be incorporated in 
items manufactured by their com- 
panies, and that 64 out of 75 reg- 
ularly discuss or suggest particular 
manufacturers or suppliers of prod- 
ucts or materials. 

The sales executives who partici- 
pated in the survey represented a 
broad scope of industry, including 
automotive chemicals, 
food products, furniture, industrial 


equipment, 


equipment and materials, machin- 
packaging, 
textiles. 


ery, office equipment, 
petroleum products, and 
Their comments indicated, as one 
said, that “it is un- 


doubtedly true that sales executives 


specifically 


have a great deal more to say about 
product design, use of materials, and 
selection of suppliers than is gen- 
erally appreciated.” 

Said one, for example: “. . . we 
are influential in changing sources 
of suppliers and recommending new 
items to be purchased from specific 
suppliers,” while another stated: “I 
have discussed and suggested par- 
ticular manufacturers and suppliers. 
My suggestions have always been 
well received and, with no excep- 
tion, have been followed.” 

The McGraw-Hill 
partment, which conducted the sur- 
vey for BW, said that it provides 
additional evidence of the trend to- 
decisions in all 


research de- 


ward collective 


phases of industrial activity. 


Redesign of ‘School Arts’ 
makes it easier to clip 
® WORCESTER, MASS. Index tabs 
for quick reference by subject have 
been added to School Arts as one 
feature in the redesign of the 53- 
vear-old business publication. 

In addition to the tabs, all articles 
are arranged so that they can be 
clipped and filed without defacing 
other articles. To help accomplish 
this, all articles of more than a page 
in length begin on right hand pages 
and continue on the back side. The 
publication goes to 20,000 art and 


craft schoolteachers, paid 


Name 11 industrial advisers 
for plant maintenance show 
® cHIcaGco .. An exhibitors advis- 


ory board of 11 industrial execu- 
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WHERE THE Bic 


Concentrates 


WHY BE CONTENT with mere circulation 
when you can have so much more for the same 
money? WHY NOT TAKE ADVANTAGE 
of the plus values Domestic Engineering’s 
award-winning editorial excellence makes avail- 
able to you — plus values in greater readership, 
confidence and prestige among the quality con- 
tractor-dealers who know how to apply Do- 
mestic Engineering’s ideas for greater business 
for themselves and more sales for you? 

NOW IS THE TIME to plan larger utilization 
of this publication’s larger ability to serve you 
in reaching your sales objectives. 


COMING IN NOVEMBER .. . 
the Second 
Remodeling Issue! 


Remember last year’s award-winning November is- 
sue of Domestic Engineering? Remember the Bay 
City Story and its enormous impact upon contractor- 
dealers and wholesalers everywhere? Remember 
how more than 300 manufacturers used that issue 
as the springboard for launching successful sales 
campaigns for the ensuing year? 


Well, it’s coming again — another history-making 
November issue — with even more dramatic sales- 
creating coverage of remodeling, the third and larg- 
est dimension of your market ... with a timely 
and vigorous attack upon the evils of price-cutting 
. . » with the first life-like 3-D advertising and edi- 
torial illustrations ever presented in the plumbing 
and heating field with a total impact upon 
readers that will surpass the November issue of a 
year ago in achieving a new high in attention for 
your advertising message. 


Final Forms Close October 15th 


WIRE OR TELEPHONE SPACE 
RESERVATIONS NOW! 


Buy, 
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"eRr ‘Sip 
CG 


Quality Editorial 


ATTRACTS Quality Audience 


The U. S. Census of Business has re- 
ported that 33.8% of the plumbing and 
heating contractors handle 82.8% of the 
annual industry volume. A _ leading 
heating equipment manufacturer recently 
found that his 2,000 top dealers give him 
70% of his total volume while the re 
maining 30% comes from more than 
11,000 smaller dealers. A sales execu 
tive of one of America’s largest appliance 
manufacturers has declared that 10°% of 
his dealers account for 50% of his dish 
washer sales. 


It costs no more to concentrate your 
advertising on the big buyers of plumb 
ing, heating and air conditioning prod 
ucts and appliances who concentrate 
their readership and loyalty on Domestic 
Engineering. Because of the high edi 
torial [.Q., the high level of purpose, 
and the high quality of presentation, the 
more successful, more ambitious, and 


amestie 


PRAIRIE AVE., 


1801 


CHICAGO 16, 


more capable types of readers are at- 
tracted to Domestic Engineering. So, 
your selling should be concentrated 
where buying is concentrated. 

The helpfulness, the accuracy, and the 
responsibility of Domestic Engineering's 
high quality editorial content has won 
the implicit confidence of its audience. 
Thus the reader approaches your adver- 
tising with an attitude of confidence, 
with an open and receptive mind. The 
big bonus of believability built into this 
publication is one of many valid reasons 
why it will pay you to concentrate your 
program in Domestic Engineering. 


CONSULT YOUR ADVERTISING AGENCY 
about concentrating your sales effort 
where the big buying power concentrates 
its readership . in Domestic Engi 
neering! 


MAGAZINE 
ILLINOIS 





Why 


it’s Your Basic Advertising Buy 


to sell the $9 Billion 
Forest Products Industry* 





*Manufacturers of Lumber — Piywood and 
Veneer —— Wood Containers — Furniture — 
Millwork — Flooring — Many Other Wood 
Products — and Large Industrial Users of 
Wood 











- WOOD & WOOD PRODUCTS gives you 

concentrated coverage of the larger op 
erators — the 28% who produce 88% of 
the total industry output. 


. WOOD & WOOD PRODUCTS is designed 
to bring your sales message to the TOP 
EXECUTIVES who make the buying de- 
cisions . . . specify or influence the pur- 
chase of products. equipment or services 
used in the manufacture, processing, han- 
dling and transportation of lumber and 
all other wood products. 


- WOOD & WOOD PRODUCTS gives its 
readers planned editorial content based on 
actual field research and careful analysis 
of industry trend: 

- WOOD & WOOD PRODUCTS editorial 
leadership assures maximum ADVERTIS 
ING READERSHIP. as evidenced by ad 
vertisers reports on sales resulting from 
the superior quality inquiries received {rom 
reade:s. 


- WOOD & WOOD PRODUCTS. through its 
circulation policy of “‘not how many, but 
WHO.” delivers greater buying power. 


. WOOD & WOOD PRODUCTS, added to 
your regular sales force. gives you power 
ful sales coverage of the entire Forest 
Products Industry. 


@ For proof of WOOD & WOOD PRODUCTS 
effectiveness, ask for your FREE copy of our 
mew Market and Readership Study and our 
latest Market Data File. 


@ To sell the Forest Products Industry, plan 
@ FULL SCHEDULE in... 


wooD 


wood products 


A VANCE PUBLICATION 
139 N. Clark St. Chicago 2, Ill. 
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been appointed the 
forthcoming Plant Maintenance & 
Engineering Show and Conference 
to be held in Chicago Jan. 25-28. 
Saul Poliak, president, Clapp & 
Poliak, New York, manager of the 
exposition, said the show will attract 
20,000 visitors, ranking among the 
five largest annual industrial expo- 


tives has foi 


sitions in the country. 

The exhibitors advisory board in- 
C. Morrow, consulting 
Management & 


cludes L. 
editor, Factory 
Maintenance, general chairman; D. 
F. Beard, advertising director, Reyn- 
olds Metal Co.; C. J. Copley, ad- 
vertising department, Socony-Vac- 
uum Oil Co.; S. W. Corbin, assistant 
manager, industrial divisions, Gen- 
eral Electric Co.; Howard F. East- 
wood, vice-president and secretary, 
Barreled Sunlight Paint Co.; Orville 
C. Hognander, vice-president and 
sales manager, G. H. Tennant Co.; 
H. R. Meyer, manager, maintenance 
sales department, Westinghouse 
Electric Co.; W. L. Parcell, 
manager, Ridge Tool Co.: Francis 
S. Russell, president, RCS Tool 
Sales Co.; Stuart C. Sommer, ad- 
vertising manager, James G. Biddle 
Co., and Thomas Z. Van Raalte, ad- 
vertising manager, West Disinfect- 
ing Co 


sales 


Typographers, editors, artists 
to gather at Oklahoma A&M 

® STILLWATER, OKLA. Some 40 
experienced workers in the field of 
graphic arts will gather at Okla- 
homa A&M College for a “Work- 
shop in Advanced Typography” Oct. 
19-24 

The workshop, under divection of 
Otto M. Forkert, O. M. Forkert & 
Associates, Chicago, will attract 
publishers, advertising and printing 
executives, art directors, typogra- 
phers, photo engravers, editors and 
layout and production men. 

The program will include lectures, 
work sessions and round-table cri- 
tiques, with projects covering typo- 
graphic trade-marks, advertising 
typography, poster art and maga- 
zine design. Evenings will be de- 


voted to discussion and criticism 


of work completed and _ special 


problems raised during the work- 


shop 


Advertiser Changes . 
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For the Oil Producing-Pipe Line Industry 


LN 
in oll ” 


producing ” 
circulation 


ee 


Send now for new 1954 World Oil Market Data Book. Tells 
how, where, what to sell to this tremendous, far-flung market. 


She Yolldi Largest MANDUSTRY Atblishers 


GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (10), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. 


in 1922, Gulf 
Publishing Company 
recognized the sharp job differences 
and reading interests of men in the 
oil industry’s Producing and Refining 
divisions. At that time, one of the 
company’s magazines became special- 
ized and sectionalized for exploration, 
drilling, production, and pipe line 
operations. the oil producing in- 
dustry 


Stafled by field-experienced edi- 
tors, World Oil is first with ideas and 
job-help information. Monthly 
World Oil is first choice among oil 
producing men, because it is special- 
ized for them 


World Oil’s 15,965 producing sub- 
scribers make it first in circulation 
among men exclusively engaged in oil 
producing operations. Total paid cir- 
culation tops 23,080, 


All good selling is specialized, And 
specialized World Oil pinpoints your 
specific market, avoids waste circula 
tion, paves the way for your sales- 
men. So World Oil logically should 
be your first advertising choice to 
reac h the billion dollar a-Veal oil 
produc Ing > pipe line equipment 
market 


, advertising 
value 
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lAmong the modern pub- 
lishing miracles is the abili- 
ty to pull inquiries from 
lead weight in circulation 
figures. We don't believe 
in miracles. 

In the last six months our 
representatives have _ per- 
sonally called on more than 
1,500 readers of Safety 
Maintenance & Production. 
There was not a single ex- 
ample of “dead weight” 
among them . . . a typical 
argument for paid circula- 
tion, 

And equally — important, 
these calls provide an extra 
measure of editorial guid- 
ance assuring us that 
articles, sections and depart- 
ments are truly serving the 
interests of our readers. 





For advertisers, a healthy 
increase in paid circulation 

and a constant rise in 
rate of inquiries are sign- 
posts to the effectiveness 
of SM&P. 


Safety 
Maintenance 


and Production 


America’s Pioneer Magazine in its Field. 
An Alfred M. Best Co., Inc., Publication 
75 Fulton St., New York 38, N. Y. 





Cincinnotti 
Dallas 

Los Angeles 
Richmond 


a 


Atlanta 
Boston 
Chattanooga 
Chicago 
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Gillespie Decals . . Portland 
f ved administrative, saies 
ffices to a newly-erected 


Ankeny 


F. W. Borchers . . assistant 


ager, Bristol C Waterbury, 


been appointed general sales 


C. A. Stutzman. . former western re 
1ager, has been appointed merchandis 
manager, Lubricating Equipment Div 

Equipment orp., Bryan The 
newly created 

Burt B. Hammer . rmerly 

dent with White, Berk & Barnes 
agency, New York, has on ap 


advertising manager Detect 


Brooklyn. Mr. Hammer wil 


Donald Dunwody . . 
manager of the new 
fice f Monsanto Chemica] 


pnate 
G. Raymond Jackson . . 
{ advertising and 
, Chicag 


ising agent 


Russell J. Dickson 


trict manager, h 


Tranter Manufacturing, Inc. . . 
rate name f the 


MA 


insing, Micn 


Fenton Hall 


David J. Ryffel 


nas beer I 


Felix Giovanetti 
na eer 


Royal Typewriter Co. 


vice-presi 


adverltis 


Bryant Machinery & Engineering 
has moved its general office 


Washington Blvd., Chicag 
Champion Bag Co. . . has opened new of 
No. 


fices and converting plant at 160 

omis, Chicago 7. The company formerly 
was located at 4628 W. Washington Blvd 
John M. Morton . . has been promoted t 
assistant advertising manager, Viking Air 
y 


onditioning Corp., Cleveland. He former 


ly was associate editor of the company 
publication, “News and Views 

Willard Clancy . . former assistant adver 
tising manager, has been named assistant 
Paper Mills 


sales manager Charmin 


Green Bay, Wis 

Cyril J. Marx . . who has been in charge 
f special distribution sales, Seiberling 
Rubber ( has been named manager of 

mpany § 

J. L. Wagoner . 1as ined Multi-Am; 
‘ort Harrison, N. J., as vice-president 
sales manager. Mr. Wagoner 


otric 


Agency Changes 


Ketchum, MacLeod & Grove . . Pittsburgh 
has been appointed to handle advertising 
x Co., Pittsburgh. The age 
advertising with the 


-quipment products 


Carl W. 


eibel . . has been 


I al 


Osmond T. Baxt 


ha 


er and John T. Metcalf, Jr. 


ned the staff of George T. Met 





New! 1953-54 Revision of 
Market and Media File... 


a 
om be readership preferred by “| 


(ated save, 


towns emit efiesele than 4 
APOTERY. a» chown by test" | See veer 


" 
Tope in advertio 
cath tee om ote 


Although this sixth edition of TW’s annual market and 
media booklet (based on the outline recommended by 
the National Industrial Advertisers Association) follows 
the format that has drawn three NIAA prizes, it con- 
tains much new material. It not only answers the 48 
NIAA questions with up-to-date information, but it 
gives valuable current data on the textile industry and 
TEXTILE WORLD’s relation to it. 

New figures on the industry’s establishments and 
employees, by industry branches and by states, are 
presented from the 1952 McGraw-Hill Census of Manu- 
facturing Plants, not before available. Full information 
is given on TW’s important new service, the Mid- 
November ‘Buyers’ Guide and Reference Data Num- 
ber,” a 13th issue. And ... a new chart is included 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd ST., NEW YORK 36, N. Y. 
in circulation 
in buying-power penetration 
in readership 
in advertising volume 


ve pepe | 


meee 
" Seutibe-mill magaeine’ | See 


Up-to-the-minute data on 
the textile industry and 


on are 
available to you 
without charge 


giving the results of four industry-wide reader-prefer- 
ence surveys arranged for quick comparison. 

This booklet gives proof of TW’s editorial quality, 
circulation achievement, and advertising performance. 
Its position in reader preference and buying-power 
penetration explains why more advertisers take more 
space in it than in any other textile-mill publication. 

“The Story of TEXTILE WORLD and Its Market” 
has special value for manufacturers and others offering 
products or services to textile mills. and for agencies 
serving accounts of this type. 

We'd like to send a copy to all who are interested. 
Please write or phone for yotrs, The coupon below is 
for your convenience. 


Please send copy of Textile World's 1953-54 Market 
and Media Booklet to: 
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For Your GROWING 
Southern Markets 


L- 
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1. ADVERTISING AND MARKETING 








Southern Advertising and Pub- 
lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 
agencies. 


a 


¥ 


BAKING — 








New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. - 


FOOD PROCESSING 








Southern Food Processor. 


Reaches the leading processors, packing in 
cans, glass and frozen packages. a- 





4. GARMENT MANUFACTURING 





Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





FERTILIZER 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





6. JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
solers. 





PULP AND PAPER + 





Southern Pulp and Paper Man- 


ufacturer. Notional circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. - 


PRINTING 








Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 


9. STATIONERY AND OFFICE EQUIP. 








Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERN“ST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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Hugh H. Graham 


& Associates . . 
i nn., has been apy 


1 partner 
proprietorship ar Raymond 
S. Reinhart, (h« vi 

I lent of the rporatior while Jay 
Lavenson, wh i f tl 


Jerrie C. Rosenberg, 


tary and trea é Joseph 


A. Patenaude, 


Feeley Advertising Agency . . N 


nite 


Loren A. Shinneman .. | 


Griswold-Eshleman Co. . . 


Harris D. McKinney . . | 
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Priscilla L. Hendryx . . fea! 
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E. M. Freystadt Associates .. New Y 
has been appointed advert 


ed Pr 


Marvin Hahn Agency . . Det: 
Ippointed to handle advertising 
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PRACTICALLY 
ALL PRODUCTS 
ARE 


a Y OF © Ve] 4 2) 
AND ALL PACKAGES MUST BE.. 


PRODUCED ns 
MERCHANDISED 


Is it possible we're living in a paper age? For all our 
wizardy with new materials, paper-and-pulp-making is America’s sixth 
biggest industry (a six-billion-dollar giant!) And an astonishing 
half of all the paper and paperboard we make goes into packaging 
Paper packages are making people buy more. 

if you make anything Cartons are snipping pennies from shipping costs. Treated in 

that goes into packaging any new ways, paper is wrapping milk... and cement... and lumber... 
and millions of pounds of frozen food. 

product... used for its design, F 


production or merchandising Yet paper’s only one of many materials that packaging 
your advertising gobbles up in fabulous quantities .. . to say nothing of the machinery, 


the ink and adhesives and cellophane it takes to package 
belongs in— , \ 
America’s products, to move them fast. 


In the development of this tremendous market, MODERN PACKAGING 
has played a leading role for 26 years. It’s known the world over as 


a source of fresh ideas and sound techniques. . . the place to 
7 
11 Wit sell everyone with a say in packaging design, production and promotion. 
a Survey after survey proves its leadership in the field. Ask for the facts. 
. elgeé ee) 
P ACKAVING 
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A BRESKIN PUBLICATION 575 made Avenue Avenue, Now York 22, New York 





38.4% 


of presidents, 

vice presidents, 
general managers 
in the 
PETROLEUM 


INDUSTRY 


regularly read 


That's just typical! 

Fact is, 95.5% of 
NEWSWEEK’s circulation is 
among key people in industry, 
business, the professions 
and government. 


First Choice 
to Sell the Top 
of the Industrial 

Market 





in Industrial Marketing 


by BOB AITCHISON 


Can It Be Industrial? . . Industrial advertising takes 


Tey] : . ' 
Trailer & Equipment ollege Park, Ga 


Can industrial advertisers 


use outdoor successfully? 


® i DONT THINK you could say 
there’s a trend to the use of bill- 
board or poster advertising by in- 
dustrial advertisers . . however it is 
no longer an oddity to see industrial 
copy and pictures staring you in the 
face as you drive down some of the 
nation’s highways. 

An inquiry to the Chicago office 
of General Outdoor Advertising Co. 
revealed at least a sprinkling of 
signs in widely separated sections of 
the country 

Some of the advertisers and their 
products include: Moline Body Co., 
Davenport, Iowa (truck bodies and 
trailers); Tri-State, Inc., Atlanta, 
Georgia (road machinery); Denver 


Sewer Pipe and Clay Co., Denver, 
Colorado (brick and tile .. this 
company has used outdoor advertis- 
ing for 17 years); Bond Tractor and 
Implement Co., Memphis, Tenn. 
(farm equipment); Concrete Pipe & 
Produce Co., Richmond, Virginia 
(building blocks); Brass & Copper 
Sales Co., St. Louis, Mo. 
products). 


(metal 


Steel companies using outdoor ad- 
vertising include Granite City Steel 
Co., St. Louis, Mo.; Inland Steel Co., 
Chicago; Sheffield Steel Co., Kansas 
City and  Paxton-Vierling Iron 
Works, Omaha. 

Most of the 
above use painted bulletins instead 
of the standard-size, 24-sheet post- 
ers (81% x 1914’ copy area) used by 


companies _ listed 


many consumer advertisers. 

Rates, of course, vary by location. 
In the Chicago area, for example, a 
15 x 55’ painted bulletin in one 
specific spot will range upward from 
$200 a month. This amount includes 
original painting, and re-painting 


sontinued on page 54 





(Advertisement) 


in selling the 
process industries 


by DOUG LIVINGSTON 


Promotion pays off 


only when your product 


© matter how sizable your ad- 
vertising space appropriation, how numer- 
ous your sales engineers, or how frequent 
your mailings, there is one vital follow- 
through point which should not be over- 
looked. This is the point of selection, 
which is deep within most process indus- 
tries plants—a sanctum sanctorum where 
specifying teams are closeted to concen- 
trate upon their closely guarded plans and 
processes. 


True, your trade advertisements can build 
company and brand acceptance while 
pointing up product superiority. But when 
specifying teams are in a huddle over their 
plans all they consider are product facts 
which, thoroughly understood, often re- 
sult in your salesmen being called for 
more help. 


Since 1916, when the first edition of 
Chemical Engineering Catalog was com- 
piled, process men have formed a unique 


specifying habit. This habit is to turn 
first to their CEC for detailed facts on 
equipment, engineering services and 
materials of construction. Each year, CEC 
is sent to all the right men in all the right 
Dun & Bradstreet company-rated plants. 
No waste circulation. No important plants 
overlooked. 


The amount and quality of product infor- 
mation furnished in Chemical Engineer- 
ing Catalog invariably determines the 
number of inquiries—by mail and phone 
—that lead to sizable orders. The gap 
between your advertising messages and an 
invitation for your salesmen to call is 
closed by CEC which provides 2,000 
pages of confidential data process men 
must have at hand during their specifying 
conferences. 


If you would like to see many specific 
examples of how process industries spe- 
cifying teams select products similar to 
yours, call in your Reinhold Catalog dis- 
trict manager today. 
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Process Industries 
Specifying Teains turn to 


CHEMICAL ENGINEERING CATALOG 
for detailed, 
up-to-date data on 


process equipment 
engineering services 
materials of construction 


Your equipment and engineering 
service facts, found in the 
easy-to-use Chemical Engineering 
Catalog, are consulted inside 

more than 13,000 Dun & Bradstreet 
company-rated plants for 12 full 
months, by specifying teams 
seeking help in the solution 

of process problems. 


To learn how you can develop 
profitable sales through low-cost 
leads, read “HOW TO KEEP 
SALESMEN FROM GOING WRONG.” 
Coupon will bring you this free new 
pocket-sized pamphlet. 


CHEMICAL ENGINEERING CATALOG 
Reinhold Publishing Corporation 
330 W. 42nd St., New York 36, N. Y. 


Please rush my free copy of: “How 
TO KEEP SALESMEN FROM GOING 
WRONG,” 
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"far outpulled 
all other papers".. 


THE WALL STREET JOURNAL 


Published at 


*SAN FRANCISCO 
Pacific Coast Edition 
415 Bush Street 


*DALLAS 
t Editior Southwest Edition 


911 Young Street 


Edit Midwe 


West Monroe Street 


when necessary, and is usually con- 
tracted for on a three-year basis. 
In the larger cities, illuminated 
signs, also 15 x 55’, are available on 
Using Chicago 


again as an example, a series of se- 


a “rotary” basis. 


lect “rotary locations” are set up. 
The advertiser contracts for a 12- 
month period, and is guaranteed one 
of the select locations each month. 
Circulation (traffic count) will 
range from 100,000 to 250,000 a 
month for the various locations. 
Monthly cost is about $500. 

Although most industrial adver- 
tisers use painted bulletins or 
“rotary” signs, conventional 24- 
sheet type boards are also available. 
Monthly rental in the Chicago area 
is $1,650 for 40 boards, half of which 
are illuminated. Lithographed 24- 
sheets in quantities of 250 or more 
will run from $7.50 each down de- 
pending on design. For the small 
budget advertiser who uses just a 
few locations, 24-sheets can be pro- 
duced by the silk screen process in 
the $8 to $10 bracket . 
of 100 or more. 


. In quantities 


Want to reprint from your 
favorite publication? Get OK! 


n m which we 
friend has recently 


4 


says I have 


Your friend is right. You must 
request permission. 

Write the publication telling how 
many reprints you plan to run, and 
the purpose for which you are go- 
ing to use them. Assure them you 
will run a “reprinted from i 
slug, along with a date and copy- 
right notice 

If you reprint without permission, 
you are subject to prosecution un- 
der copyright laws. Better play 
safe . . if you're in a big heat to 
get the reprints out, telephone or 
wire for reprint permission. a 





Specialized for Refining-Natural Gasoline-Petrochemical Industry 


2 me 


authentic market data 
on the billion dollar a 
year Refining Industry, check first 
with Petroleum Refine: 


ant 


Here you can use the resources of 
the nation’s best oil industry library 
A field-trained editorial staff gives 
you the advantage of their numerous 
information contacts. And you have 
reference to the accumulated knowl- 
edge of a magazine that for 30 years 
has published the technical achieve- 
ments of the greatest names in the 
industry. 


In addition, much research infor- 
mation is condensed annually in 
Petroleum Refiner’s Market Data 
Book.* This study outlines clearly 
the sales approaches, equipment 
used, buying power personnel 
interprets trends, makes accurate 
forecasts, pinpoints your market 
for you. 


Petroleum Refiner is the first 
source of Refining Industry market 
data. And its 12,000 paid subscribers 
give it first rank in Refining-Natural 
Gasoline - Petrochemical circulation 
Here, then, is your first choice for 
advertising effectiveness in this 
industry 


FIRST 
In 
FIRST se a 
in paid FIRST —_ 
refining in 


circulation editorial 
quality 


* New NIAA Outline Market Data Book tells how, who, 
what of this industry. For your copy, write Sales Promo- 
tion Dept., P. O. Box 2608, Houston 1, Tex. 


She Holldi Largest MANDUSIRY Sithlishers 


GULF PUBLISHING COMPANY 


OFFICES 
Houston (6), 3301 Buffalo Drive, LYnchburg 4301 
New York (17), 250 Park Avenue, El Dorado 5-4012 
Chicago (4), 332 S. Mich. Ave., Wabash 2-9330 
Cleveland (15), 1010 Euclid Ave., Main 1-2440 
Tulsa (3), Hunt Building, 3-1844 
Los Angeles, W. W. Wilson Bldg., Huntington Park, Jefferson 1219 
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INDISPENSABLE 
“Generally speaking, CMC is indispensable.” 


Chief chemist of a large 


& 


medicine! company 


Working in teams on highly secret projects within their 
plants, process industries’ specifiers seldom talk to outside 
salesmen. Yet these men are as anxious to buy as you are to 
sell. That’s why they consult Chemical Materials Catalog. 


To determine just how much buying resulted from their con- 
stant use of CMC, we sent a questionnaire to its recipients. 


2,000 questionnaires were returned from your customers 
and prospects—men who ran the gamut of 153 different 
titles. These 2,000 returns, from approximately one-eighth 
of the total CMC recipients, revealed the following sur- 
prising figures: 
references were made to product data in CMC 
inquiries were made to companies represented in CMC 
requests were made for district representatives to call 
orders were placed or recommended 
Here is tangible proof that you will sell more chemicals 
and raw materials when your sales literature is distributed 
as part of Chemical Materials Catalog. So, call in your 
Reinhold Catalog District Manager now. Then plan ahead 
for your share of sales. 


<q? FRR C° 


CHEMICAL MATERIALS CATALOG 


ALWAYS USE CMC 


“CMC is always used in our search for sup- 
pliers of a specific chemical.” 


Purchasing agent of a large 
synthetic fibre firm 4 


VALUABLE SOURCE FOR FACTS 
“CMC is a valuable source of information 
on suppliers. We have found it usefol when a 
new process is being developed and it is nec- 
essary to develop sources of new materials.” 

Chief process engineer of a 
large Oklahoma oil company 


& 


Sl a 


HELPS DEVELOP NEW PRODUCTS 
“In our fast moving business we are con- 
stantly called upon to develop new products. 
These demand new and different raw 
materials and we locate sources for these 
through Chemical Materials Catalog.” 

Production manager of a 
detergent chemicals company 


& 


<a 


~ 


TIME SAVER EXTRAORDINARY 
“Probably the most beneficial effect Chem- 
ical Materials Catalog has, as far as we are 
concerned, is the efficient manner for locat- 
ing suppliers of quickly needed materials. 
It is a time saver.’ 

Chief chemist of a small 
latex company 


Sells Chemicals and Raw Materials 


REINHOLD PUBLISHING CORPORATION 
330 W. 42nd Street, New York 36, N. Y. 











How should the industrial advertiser go 
about selecting media for his ads in the 
highly competitive markets of 1953? What 
principles can guide him best? These 
important questions were asked by Fred- 
erick Borden, IM’s eastern editor, in an 
interview with Harold A. Wilt. Mr. Wilt’s 
comments are summarized below. 





Based on an interview with 
Harold A. Wilt 





irector, Trade & Technical Media 

Walter Thompson ( New York 

‘hairman, Media tices Committee 
National Industrial Assn 





® THE INDUSTRIAL ADVERTISING man- 
ager working on a limited budget 
(and what advertising 
manager isn’t?) is constantly faced 
with the problem of how best to 
spend the funds allotted to his cam- 
paign to achieve the sales results 


industrial 


that are expected. 

A most important phase of this 
problem can be solved by the cor- 
rect application of the art and sci- 
ence of media selection. With the 
NIAA budget survey indicating that 
some 46% of industrial advertising 
money goes into the purchase of 
space in business papers, it follows 
that an understanding of the steps 
involved in choosing the most ef- 
fective publication schedule be- 
comes of paramount importance. 

Actually, there are but two basic 
factors to be decided upon in evalu- 
ating the relative worth of one busi- 
ness paper against others in_ its 


field: 


1. Percentage of coverage of a 
desired market. 
2. Degree of editorial acceptance. 
It is the ability to arrive at a cor- 


How to select media in today’s 


competitive conditions 





rect decision on these two funda- 
mental points that marks the com- 
petent media selector. 

Thorough knowledge of the ad- 
vertised product and its possible 
uses marks the first step in deter- 
mining a market or markets where 
sales are to be sought. This implies, 
as well, as complete an understand- 
ing as is possible of competitive 
products and their uses. 

Even here, however, it may first 
be necessary to place advertising 
merely in order to determine which 
of several possible markets will 
prove the most responsive and the 
most productive. Accordingly, an 
advertising manager charged with 
the responsibility of promoting a 
product with applications in the 
textile, chemical and _ electrical 
fields, for example, may well de- 
cide that his limited budget requires 
that he concentrate for a temporary 
period in just one of these market- 
ing areas. 

Such a realization may lead to a 
decision to advertise, initially, in a 
horizontal publication with effective 
circulation in each of these fields. 
Inquiries and returns resulting from 
such advertising should then be 
carefully analyzed to determine if 
any one particular industry shows 
a preponderance of interest. If so, 
a shift might then be made to the 
strongest vertical publication in that 
field or fields. 


Circulation Isn‘t All . . But what 
is the strongest publication in any 
given field? It is precisely that 
book which most satisfactorily an- 
swers the two points raised above: 
the publication with the greatest 
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coverage in its field and the highest 
degree of active reader interest; it 
is not necessarily the publication 
with the largest total circulation in 
any given industry. 

Percentage of market coverage 
enjoyed by any specific magazine 
may be ascertained by a comparison 
of available industry statistics with 
circulation breakdown figures. 


Editorial acceptance, however, is 
not so easily evaluated. Many pub- 
lications retain the services of in- 
dependent organizations which con- 
duct a continuing survey of reader 
response and interest. A magazine 
which can boast of a consistent edi- 
torial research policy of this type, 
over a period of several years or 
more, is most likely to enjoy a very 
high degree of reader acceptance, 
since it must be assumed that the 
editors reflect a response to the ex- 
pressed needs and desires of their 
readers. If they did not, there 
would be no purpose in a continua- 
tion of such a survey service 

Some publishers maintain their 
own editorial survey staffs, rather 
than employing an outside service 
This method, too, gives good indi- 
cation of how well readers respond. 
Wherever it is possible to do so, 
an advertiser should compare what- 
ever multiple readership surveys 
may exist, in order to obtain some 
definite pattern of reader interest 
The fact that a publication once en- 
joyed a high degree of editorial 
acceptance does not guarantee that 
it continues to do so; readers’ needs 
and interests change in the fast 
developing industrial field, and the 
alert advertiser will do well to find 
out what editors do to maintain a 
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continuing check on the require- 


ments of their readers 


Minimum: Six Times . . Once a 
decision has been reached as to the 
strongest publication 
specified marketing area, the ques- 
tion then arises as to what consti- 
tutes an adequate space schedule . 
a question made profoundly compli- 
cated by the restrictions imposed 
through a limited budget 

Most 


that to meet the definition of “ade- 


media experts will agree 


quate” a schedule must call for a 
minimum of six insertions annually 
in a monthly publication, or 13 in- 
sertions annually in a weekly peri- 
odical Since the strongest book 
in a field is generally recognized as 
such by other advertisers, too, com- 
petition for attention becomes keen, 
and generally nothing less than full- 


within the 


year in a monthly publication (or 


13 where the strongest book is a’ 


weekly), no publication advertising 
schedule of any kind should be at- 
tempted. But with the above min- 
imums in mind, frequency of in- 
sertion and size of advertising space 
purchased should thereafter be de- 
termined solely by the requirements 
of the story that must be told by 
the advertiser to his prospective 
customers. 

What about ABC and CCA state- 
ments? Important, yes But it 
must be remembered that such 
statements and audits are nothing 
more than verifications of circula- 
tion totals or of geographic and oc- 
cupational breakdowns. In com- 
pany with over-all industry statis- 
tics, they can be used effectively to 
arrive at an understanding of that 
important factor the percentage 


Are you a small-space advertiser? 


If you are, you may disagree with veteran agency- 
man Harold Wilt when he says (as he is quoted in 
this article) that generally anything less than six full 
pages a year in a monthly or 13 ads a year in a 


weekly business publication is inadequate. 


If you 


have a small space campaign you're proud of, tell us 


about it. 
E. Illinois, Chicago 11. 


page insertions, on such a minimum 
schedule, will prove effective in de- 
veloping readership, in prompting 
inquiries, or closing sales 

Where feasible, color and bleed 
should be utilized to offset competi- 

With a 
generally 


tors’ bids for attention. 
limited budget, it has 


proved more resultful to spend 
money on an adequate schedule in 
basic media and on such attention- 
getting devices than to take addi- 
tional smaller space in other pub- 
There is much duplica- 


books 


serving the same field, and each 


lications 
tion of circulation among 
business paper added to basic media 
usually brings in an_ increasingly 
smaller percentage of new cover- 
age 

No compromise is recommended 
with this suggested minimum sched- 
ule. If the funds are not available 


to run at least six full pages per 
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Address: Editor, Industrial Marketing, 200 


of market coverage which the spe- 
Use them for 


that purpose, for which they have 


cific book may enjoy 


great value, but do not attempt to 


read anything more into them 


Beware of Low Rate. . Inexperi- 
enced space buyers sometimes tend 
to place more weight on the impor- 
tance of the “rate per page per 
thousand” figure than it actually 
warrants. No industrial publication 
should ever be bought on the basis 
of a low rate alone Even a com- 
parison of page rate per thousand 
circulation has no realistic meaning 
for the industrial advertiser unless 
it is made between two business pa- 
pers both of which afford reason- 
ably equal coverage of the same 
field and both of which offer the 
same type of audit. Certainly no 
attempt should be made to check 


the rate per page per thousand of 


a business paper covering 93% of 
its field and totaling 10,000 circula- 
tion with that of a nationwide news- 
stand distributed consumer maga- 
zine! 

There is a developing trend in the 
industrial purchasing field of which 
the advertising buyer should be 
conscious. More and more buying 
decisions of industrial organizations 
are being made on a collective basis. 
This means that the space buyer, 
where his budget permits, should 
consider management level books, 
as well as those publications read 
by representatives of operational 
groups who may take part in meet- 
ings where purchase of materials 
and equipment is discussed 

For this 
promoting the sale of office equip- 


reason, an advertiser 
ment, or lighting fixtures, or em- 
ployes’ washroom installations, for 
example, might well consider the 
advisability of also putting across 
his story in publications read by 
clerical supervisors, production fore- 
men, and others who are in close 
touch with those who will use such 
equipment, and whose tastes or de- 
sires may influence buying deci- 
sions. 

Certain standard tools of the trade 
are available for all who will use 
them. INDUSTRIAL MARKETING’s an- 
nual Market Data & Directory 
Number provides much of funda- 
mental value to the media selector 

basic market data on 87 major 
industries, lists of national trade as- 
sociations which may be called upon 
for information, and digests of mar- 
ket analyses made available by the 
publications themselves 

The Standard Rate & Data Serv- 
ice monthly business publication 
section, of course, provides easily 
found, complete data on more than 
1,800 periodicals. Often a study of 
the brief “trade distribution” sum- 
mary at the end of most listings 
will provide valuable information, 
and many space buyers find impor- 
presented 


tant data in properly 


service-ads placed by some pub- 


lishers 


Don’t Forget the Editor . . Often 
it Is possible to call on editors of 
business publications to provide ac- 
curate and important information 
about a marketing trend in a specif- 


ic field After all. who is better 





equipped than the alert editor to 
sense market developments? 

The advertiser should establish a 
series of his own market data fold- 
ers, or if he works with an agency, 
should insist that such a file be set 
Into this file should go 
promotional 


up there. 
publishers’ 
material, government statistics, pri- 


pertinent 


vate reports and analyses of data 
and trends in specific industries. 
Such a file can prove an invaluable 
source of detailed information. 


Store for Men. . 


er r na 


With all these in mind, the ad- 
vertiser struggling along with a 
limited budget can purchase space 
effectively, to provide the maximum 
results for his company. 

Remember to apply the two major 
criteria in determining the strongest 
publication in the field selected for 
marketing activities, and remember 
to solicit inquiries through your or- 
ganization only when your organi- 
zation is fully prepared to follow 
them up. a 


dips toe in light tool market 


Retail chain hires industrial sales engineers 


By Bert Enos 


® SEARS, ROEBUCK & CO., Chicago, 
has entered the industrial field. 
The 67-year-old retail chain and 
mail order house has opened an in- 
dustrial store at 111 N. Desplaines 
St. in the heart of Chicago's ma- 
chinery dealer district, featuring 
Craftsman industrial tools and sup- 
plies. The fate of the store will help 
Sears decide whether to open sim- 


ilar stores in industrial centers in 


other parts of the nation 

The store is actually a show room 
for eight Sears industrial sales en- 
gineers who have been hired to 
cover the Chicago area. On dis- 
play are many Craftsman tools cur- 
rently sold to the home market 
through Sears retail stores, and new 
industrial items that have been 
added to the line. The display in- 
cludes drill presses, lathes, portable 


electric tools and grinders, Typical 
of new industrial items is a variable 
speed drill press that can change 
speeds from 750 rpm to 2,500 rpm 
while in operation. 

Admittedly experimental, the in- 
dustrial sales effort is being re- 
stricted to the Chicago area, where 
results can be checked constantly 
and thoroughly. A vigorous sales 
effort coupled with cautious expan- 
sion keynotes the entire move 

Masterminding the new develop- 
ment are L. E. Swensen, senior buy- 
er who keeps “a finger on the pulse 
of this thing,” and Lou Sebeck, store 
manager 

The decision to enter the indus- 
trial field came in part from an 
analysis of Sears, Roebuck sales 

“We knew for a long time,” Mr 
Swensen said, “that some of our 
products items listed in the cata- 
log but not shown in retail stores 
were going into industrial use. We 
decided to go after more of this 
business.” 

Opening of the store was heralded 
with a three-page, two-color inser- 
tion in Midwest Metal- 
worker and a mailing of 8,000 multi- 


graphed letters to a selected list of 


Chicago 


potential buyers in the area 

All of the equipment in the store 
is under power, so that merely by 
plugging in the machine a customer 
may try out its capabilities 

In addition to the equipment on 
the floor, cross sectional and ex- 
ploded photographs are used to 
show complicated machines, while 
neat racks display mill supplies like 
wrenches, abrasives, soldering guns, 
drill bits, ete 

Sears went outside its own organ- 
ization for the eight sales engineers 
in the Chicago area. All are ex- 
perienced industrial men who know 
about the selection, installation and 
They 


intensive training 


care of industrial equipment 
were given an 
program in the Craftsman line, ex- 
pected new additions to the line and 
Sears, Roebuck sales policy 

That policy, incidentally, is the 
same for industrial purchasers as it 
long has been for retail store and 
catalog buyers 

Prominently displayed in the in- 
dustrial store is the famous Sears 
“Satisfaction Guaranteed 
3ack e 


be 1953 / 59 


slogan 
uv Your Money 





GULF PRODUCTS «a. FINE SERVICE 
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What's in a photo? 
Gulf finds out. . 


Same layout, type . . different photos .. widely varied readership 


® YOU CAN'T REALLY blame the an- 
cient Chinese for believing that one 
picture was worth only 10,000 words 

they'd never heard of Readex 

Modern methods of reckoning, as 
experienced by Gulf Oil Corp. in 
a series of 14 ads in Construction 
Methods & Equipment, demonstrate 
tnat one picture . . the right one 
w really worth an increase in reade) 
interest from 7%. to 32% 

Identical in layout, unified in 
headline and copy treatment, exact- 
ly the same in color application, the 
ads registering this wide fluctuation 
in Readex scores differed only in 


the type of photograph used 

Low on the totem pole was an ad 
featuring the use of Gulf lubricants 
by the Frazier-Davis Construction 
Co. in work being done on a tunnel 
for the water supply system of New 
York City. 
in this case showed the actual con- 


The photograph used 


struction work at fairly long range, 
while the important foreground was 
occupied by a nondescript tin work- 
man’s shack and a _ disorganized 
group of oil drums. Nothing rec- 
ognizable seems to be happening. 
By contrast, the ad which scored 


a high 32°. focused on a high-inter- 
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Readership score: 12%. 


est close-up of men and equipment 
busily engaged in laying a section 
of pipe line. Here, immediately, 
even the most casual page-turner 
could discern what was happening 


Result: 


interest 


a 350°; increase in readei 


Other ads in this series displayed 
the same direct relationship be- 


tween arresting photograph and 


reader interest. The ads even car- 
ried identical headlines, with the 
exception that the name of the spe- 
cific project changed following the 
introductory lines “Gulf Products 
and Fine Service keep equipment 
rolling on In each ad a similar 
tint block was cut into the photo- 
graph, over which was printed a 
short description of the particular 
job illustrated 

Yet, with this great similarity of 
treatment. a photo of construction 
work on a large sewage disposal 
plant brought a 29°7 reader interest 
figure to one ad. while a camera 
shot of two pieces of equipment 
standing idle at the side of a road 
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Finds some British industries 


giving U. S. run for money 


Lower costs, specialization give competitive boosts 


By Milton Moskowitz 


Britain's industrial manufacturers, who 
continue to show genuine signs of wanting 
trade-not-aid, are pushing ahead strenu 
ously in several export markets. An on- 
the-spot report, written exclusively for In 
dustrial Marketing, is offered here by Mil 
ton Moskowitz, former correspondent for 
International News Service and former as 
sociate editor of Advertising Age, who is 


now in Europe. 





& LONDON Industrial selling is 
getting great emphasis in Britain 
today. 

The accent, as you might expect, 
is on export. In that area, Britain 
finds the U. S. looming as an ever- 
present, major factor To British 
companies, the U. S. is a two-faced 
character. It is simultaneously a 
principal buyer of British products 
and the main competitor of British 
companies in world markets 

Against this backdrop some things 
are happening in Britain of interest 
to U. S. marketing men who care to 
glance across an ocean. To name a 
few: 

. Britain’s office machine manu- 
facturing industry is booming . . and 
it’s largely dominated by American- 
owned companies 

Advertising expenditures to at- 
tract more exhibitors and buyers, 
from home and abroad, to the 1954 
British Industries Fair have been 
increased tremendously 

Britain’s jet-powered aircraft 
industry, which leads the U. S., is 
chafing at U. S 


prevent sale of jet passenger planes 


restrictions that 


to American airlines and the re- 


62 / Industria 


strictions may soon come off 


Examining these developments, 
and a few more besides, in the ordei 


above, we find 


1. Products at Lower Costs . . 
A remarkable aspect of Britain's of- 
fice machine boom, dominated 
largely by American-owned com- 
panies, is this: more and more of 
these made-in-Britain products are 
finding markets in the U. S., where 
the industry is the world’s biggest 
Before the war British output of 
office equipment was roughly $6,- 
000,000 a year 
$120,000,000. Exports in 1952 totaled 
$40,000,000, of which $3,000,000 came 


from America. In two years rev- 


Last year it topped 


enue from office equipment exports 
to the U.S. has gone up by 660°;! 
In the 
first seven months of 1953 Ameri- 
can buyers took $3,000,000 worth of 


British office machinery 


And they are stil! going up. 


These products are pouring forth 
from the American subsidiary plants 
which now dot the rolling country - 
side of England and Scotland. Dic- 
taphone Corp. has a plant near Lon- 
don; Underwood Corp. has one at 
Scotland, National 
Cash Register, Burrough’s, Interna- 


Brighton In 


tional Business Machines and Rem- 
ington Rand all have manufacturing 
outlets 

Some of these manufacturers are 
finding it cheaper to produce thei: 
entire output of a certain machine 
over here and then ship it to the 
States 


ample, now makes all of its noiseless 


Remington Rand, for ex- 


typewriters at its Hillingdon, Scot- 


land, plant. 


2. More for Advertising . . The 
ad budget for attracting more ex- 
hibitors and buyers to the 1954 
British Industries Fair has been 
multiplied by six. Some $60,000 
will be spent in Britain alone. Spe- 
cial campaigns for North America 
are being planned through Hewitt, 
Ogilvy, Benson & Mather, New 
York, and Walsh Advertising, Inc., 
Toronto 


3. British Jet Challenge .. One 
of Britain’s most progressive indus- 
tries is aircraft manufacture, par- 
ticularly in the development of jet- 
powered engines. The British know 
they are ahead in this field and 
there is strong feeling here . . fre- 
quently expressed in the daily press 

that the U. S. is giving the in- 
dustry a raw deal. 

Basis of the dispute is that Britain 
is the only country in the world 
now making jet-powered civil air- 
craft. The United States makes jet 
fighters, but no passenger planes. 
The British naturally think there is 
In fact, 
at least one American airline com- 
Pan American Airways 


a fine export market here. 


pany 
has already purchased some British 
jet passenger planes. 

The trouble is that no jet pas- 
plane can be imported fo 
unless the Civil 


sengel 
use in America 
Aeronautics Administration issues a 
certificate of airworthiness for it. 
So far the CAA has failed to issue 
such a certificate, despite insistent 
British protests. This does not af- 
fect British airlines who use jets on 
regular flights to America. For 
these jets the CAA recognizes the 
airworthiness certificate issued by 
Britain. 

CAA 
recently with British officials here 
in London and the wheels are be- 
ginning to turn. An American mis- 
sion is expected to visit Britain this 
fall and make a detailed study of 
British aircraft production. The 
team will then return to the U. S 
to make recommendations about is- 


representatives conferred 


suing a certificate. 
The British are looking forward 
to it as a nice Christmas present 


4. Some British Scorn Aid . . 


The government has announced 
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the Marine [ 
and how to cel it 


Ship design, shipbuilding, repair and ship operation call for 
a high degree of technical skill and knowledge. 


Technically trained, engineering-minded men make the 
decisions in these fields. 


MARINE ENGINEERING — leads the field in 7 basic sales 
values 


LARGEST PAID AUDITED CIRCULATION—Highest total 
net paid circulation in the marine field, according to published 
circulation statements —wap 32° over May, 1952 figure. 


EFFECTIVE BUYING POWER COVERAGE— Advertisers 
get coverage of shore personnel of every ship operator of ves- 
sels of 100 tons or more, as listed in the Marine Directory— 
every active and reactivated shipyard, every naval shipyard, 
and every important independent naval architect. 

FIRST AMONG CHIEF ENGINEERS—Reaches 60°; more 
chief engineers aboard ship than the next publication... men 
whose recommendations carry weight ashore. 

EDITORIAL LEADERSHIP—Recognized by marine men for 
its engineering authority... for its ship design, construction 
and operating articles... for its editorial staff of trained engi- 
neers, 

VERIFIED READERSHIP — Paid for and read by more 
marine men than any other publication in the field... . leads in 
subscription renewals— more than 66‘. 

RANKED FIRST BY ADVERTISERS ~— 48% more adver- 
tising pages in the first 7 months of 1953 than in the second 
marine paper. 

LEADER IN MARINE MARKET SERVICE TO 
ADVERTISERS— Marine Outlook Letter, mailed each Friday, 
gives advance news on ship construction, reconditioning and 
repair. The annual Marine Catalog and Directory provides a 
section listing ship operating, shipbuilding and ship repair com- 
panies and their equipment, and names of important officials. 














THE MARINE CATALOG AND DIRECTORY 


The standard buying guide for the marine industry. 
Published annually, this is the most referred to refer- 
ence volume, geared specifically to ease the marine 
buyer's job of product 
selection, This is the ideal 
place for your catalog- 





type sales message — the 
“silent salesman” working 
for you at one cost for 
twelve months, Next edi 








SAN FRANCISCO 


Oe, 
DALLAS 
@ CLEVELAND 


30 CHURCH STREEY, NEW YORK 7, N. Y. 


tion, 1954. 











LOS ANGELES 
PORTLAND, ORE. 


MARINE ENGINEERING— 


for technical information 

Listed below is the organization of the 
marine industry. It provides a pattern 
for sales plans and advertising activ- 
ity. These men, who buy or influence 
buying, are, for the most part, engi- 
neering-minded. MARINE ENGINEERING 
is edited to supply their technical 
needs, covering every branch of ma- 
rine activity. Descriptions of new ves- 
sels and techniques published in Ma- 
RINE ENGINEERING are regarded as 
authoritative reference. Designers and 
builders often use its descriptions as 
working guides. Files of back num- 
bers are used by marine officials as a 
major source of reference data in 


| planning and carrying through new 


projects. 

Among the influential marine buying 
groups identified below, MARINE I NGI- 
NEERING Offers advertisers 41°, more 
paid audited coverage than the second 
marine publication. 


Marine Men 
Who Specify and Buy 


Ship Construction and 
Repair Companies 


EXECUTIVES. (Pres., V. P., Sec., 
Treas., Gen. Mgr., etc.) Usually act 
only on general! policies, and where 
large expenditures are concerned. 


NAVAL ARCHITECTS; MARINE 
ENGINEERS. Design and supervise 
construction of new vessels, and large 
conversion or reconditioning. Specify 
materials, fittings and equipment with 
approval of owner's technical repre- 
sentative. 


WORKS MANAGERS OR SUPER- 
INTENDENTS. Specify equipment 
and materials for the plant and for 
plant operation. 


Ship Operating Companies 
EXECUTIVES. (Pres., V. P., Sec., 
Treas., Gen. Mgr., etc.) Usually act 
only on general policies, and where 
large expenditures are concerned. 


| OPERATING COs TECHNICAL 


STAFF. (Marine  Superintendant, 
Manager of Construction and Repair, 
Port Engineer and Port Captain)— 
Most important factors in specification 
and purchase of engineering products 
for new construction; and for main- 
tenance of vessels in service. 
NAVAL ARCHITECTS; MARINE 
ENGINEERS. (Consulting, or of 
Steamship Co.)—Responsible for de- 
sign of new vessels and floating equip 
ment, and also large conversion or 
reconditioning. Specify materials, fit- 
tings, and equipment, with approval 
of the owner’s technical representa- 
tive. 

CHIEF ENGINEERS; LICENSED 
ASSISTANTS. (Aboard ship)—In- 
fluence purchases of engineering prod- 
ucts for maintenance of vessels in 
service. 


A SIMMONS-BOARDMAN 
PUBLICATION 
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plans to spend $9,000,000 of Amer- 
ican aid money to increase produc- 
tivity of British industry. The pro- 
gram covers a wide range of proj- 
ects, with the biggest lump . . $3,- 
000,000 going into a revolving 
fund for short-term loans to indus- 
try and agriculture. 

Some $1,400,000 will go for “edu- 
cation and training.” And $500,000 
is earmarked for “publicity” 
half of this sum to be used in the 
production of films on various as- 
pects of productivity. 

Announcement of the productivity 
grant was welcomed in most quar- 
ters, but the Manchester Guardian, 
a liberal newspaper widely read in 
business circles, caused a minor 
storm by stating flatly: “The gov- 
ernment ought to have refused the 
money. It is time we began to stand 
on our own feet.” 
entitled, “Easy 
“We are 


American 


In an_ editorial 
Money,” the paper said: 
accepting millions — of 
money to teach us how to earn out 
livelihood.” The Guardian objected 
that much of the aid will be spent 
on projects “that British industry 
ought and can well afford to do for 
itself.” For example, some $200,000 
is allotted for: “grants to a num- 
ber of trade and employers’ associa- 
tions to enable them to employ con- 
sultants on such subjects as cost 
accounting, factory layout and or- 
ganization and deployment of la- 
bor.” 

The Guardian, noting this provi- 
sion, asked incredulously: 

retended that these tr 
I I rt 
elementary matters 


} 


r members without being sul 
sidized from America Cannot firms em 


y themselves? r take the 
Natior 
to have $14,000 for the ‘initiation of a cor 
iltancy service ts members in 
ich with technical developments.’ What 
n earth have 


tions been a 


money 


5. Henry Ford, Beware . . The 
105-year-old Canadian company, 
Massey-Harris, Ltd., merged last 
month with Harry Ferguson, Ltd 
Massey-Harris, with five plants in 
the U. S. and four in Canada, is a 


pioneer in the manufacture of the 
self-propelled combine for wheat 


farms 
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Harry Ferguson is the fabulous 
millionaire inventor whose tractor is 
made by Standard Motor Co. here 
in Britain. This is the same Mr 
Ferguson who 15 months ago won a 
four-year-old patent case in Amer- 
collecting $9,000,000 
damages from Ford Motor Co. 


ican courts, 


The amalgamation of the two ag- 
ricultural machinery makers is ex- 
pected to be followed by a price- 
cutting campaign to grab a bigger 
hunk of this lucrative world market 
James Duncan, president of Massey- 
Harris, said after completion of the 
deal: “It is our aim to lower the 
price of food production throughout 
the world. That can be done only 
by greater mechanization of agri- 
culture.” 

One London paper reported that 
the new company . . Massey-Harris- 
Ferguson, Ltd. . . will be particular- 
ly gunning at Ford. To this, Mi 
Ferguson said: “We will be in op- 
position to all other agricultural 
machinery producers. Don't say I 
especially picked out Henry Ford.” 


6. 52 New U. S. Industries . . 


Considerable attention has been 


paid here recently to the develop- 








“We've opened up a new market. . 


ment of capital equipment sales in 
Canada competition 
from American companies and a 
growing threat from _ revitalized 
companies in West Germany. It 
was pointed out that Canada is fast 
becoming the main outlet for Amer- 


against _ stiff 


ican capital equipment exports, ac- 
counting for about 30°, of the total 
right now. 

Last year some 600 English com- 
panies had selling operations in the 
province of Ontario, but this British 
activity lagged far behind that of 
American companies, which already 
have 1,600 branch plants in this 
province alone. In addition, Amer- 
ican companies last year opened up 
52 of the 126 new industries estab- 
lished in Ontario. 

British industrialists have their 
eye on Ontario because of a tre- 
mendous expansion now going on 
there. In the next five years some 
1,000 new industries are expected to 
be set up in Ontario. Financial 
Times .. Britain’s Wall Street Jour- 
nal . . said: “It is only by a bold 
approach now that U.K. (United 
Kingdom) firms will secure fon 
themselves a share in this expan- 


sion.” = 





the second story customer.” 





How do CONSULTING ENGINEERS 


influence YOUR sales results? 


They can- whether you manufacture a product... 
sell a railway or utility service ...or seek new 


industries for your city or state. 


LET’S SEE WHAT THEY DO—AND HOW IT 
AFFECTS YOUR FUTURE (OR YOUR CLIENT'S): 


4 


They make Investigations, Analyses, 
Reports and Recommendations on pro- 
blems assigned by Industrial Clients or 
Governmental Agencies. 
Will their reports be favorable 
to your products? Your pros 
cesses? Your facilities? 


They Supervise Construction to Com- 

pletion of Project and Test-Operate the 

Project. 
If a supplier, can you meet 
their performance and deli- 
very schedules? If you repre- 
senta locality, can you arrange 
for housing of Project’s em- 
ployees? 


eonslting enginect 


see 7 One firm (not the largest) has completed over 
$500,000,000 worth of projects in 22 years, 
is now working on a $350,000,000 project. Many 
firms employ hundreds of registered engineers 
full-time. Some employ over a thousand! 

TO REACH THIS ENORMOUSLY POWERFUL 
GROUP, TELL YOUR ADVERTISING STORY 





They help select Plant Sites and make 
basie decisions on over-all Project 
Planning. 
Will they recommend a plant 
site near your railroad? Your 
gas or electric facilities? Your 
town, city or state? 


If you are not familiar with the scope of consulting 
engineering firms, you'll find this significant: 


} == IN CONSULTING ENGINEER! 


__*— consulting engineer 


They Design and Engineer Projects up 
the scale to the very largest. They Spec: 
ify Equipment, sometimes omitting “or 
equal.” They obtain and Evaluate Bids. 


Will your products—your ma- 
terials—your services be speci- 
fied? Will you be invited to bid? 


Their Functions range from Pure Re- 
search in the Laboratory on through 
completed Projects in every Engineering 
Realm—Civil, Arehitectural, Chemical, 
Electrical, Mechanical, Hydraulic, Aero- 
nautical, Mining, Heating, Ventilating, 
Air Conditioning, Materials Handling, 
Structural, Machine Design . . 
as the Business Management ‘reas of 
Methods, Ith. 


ciency, and Long-Range Planning. , 


. as well 


Economics, Operating 


Bear in mind, however, that 
they work as teams within a 
corporate” business organiza- 
tion with its own Management 
Group. 


SELL THE MEN WHO TELL THE GIANTS! 





SPECIAL OFFER— 
We have a limited number of 
extra brochures published by 
consulting engineering firms 
themselves—to sell their own 
services. You may find them 
revealing! Request a sample on 
your letterhead, 


and 














"Please send me-- 


from your March 1953 Industry and Power, 
3,269 copies of your Special Report on 
Control Valves and Positioners," wrote 614 
I&P readers* on their own letterheads. 





*They're not only readers. Each man has told us what 
They're men who specify-- actual job function 
and buy because it's their get monthly copies. 
write a ] (1 
copies of an 
4 


1 
} wie » | 
nusiasm: 





e! 


"Please send me--" "Please send me--' 


rm. A2 copies of your 67 copies of March 
/ March '53 article =; article "Applica- 
on "Automatic Com- tion of Spreader 


bustion Control oe Stokers" and 56 


for Gas Burners," copies of "Con- 


Diy asked many others. vital tinuous Blowdown 


systems." 








"Please RUSH me--" 


Three weeks after 
a, _} April issue mailed, 
fs " readers requested 


x ¢ ~ 


96 copies oO 


f ~~ 

"Select lng Ta} S : 

on Power Trans- a 
ad / 


formers." Other 
orders totalling XX ss 
496 tear shee’ vil 


rn in plants you want to sell! 





Can we send you-- Or can we send you-- 





the editorial ex- A helpful, courteous I&P Representative, 
and Power--the to describe all Industry and Power value: 
ynishing relating to your product's sales pro- 





i‘ t ( 
motion? 


JUST WRITE OR PHONE-- 
industry and Power 
AZO MAIN STREET*ST. JOSEPH> MICH. 

Established 1920 


iP For Executives and Engineers Responsible 
for the Engineered Plant Services 





MORE CHIPS PER TOOL 
MORE PIECES PER HOUR 
MORE PROFIT PER J08 


another reason why J&L turret lathes produce 





MORE eee 

> OPERATION. 

rrore rea ers r J&L Turret Lothes are the easiest to 
operate, because controls are fewer, simpler and easier to 


reach. The operator con select the speed and feed for the neat 
cut while machine is operating. Power rapid traverse for the 
cross slide, two-speed power traverse for the saddle and power 
indexing of the hexagon turret, also help take the strain off the 
operator and increase your production 


. 
jt - wee PS. Power bar feeds and chucks, ond power torque chuck 
wrenches are also available. Write to Dept. 710 for Catelog 


“Molds most accutalé and powerpul furl lathes” 


[AAM TYPES, Bor Vin" 10 434 Check 101012 | SADOLE TYPES Bar 2a te $ Chuck 17 1018] 
JONES & LAMSON c, size 


fh 
WONES bLAMSOM MACHINE GO. $17 Chmton St. opt 110. Sprngtinid Wt USA Clare CATWE BIV. 





HOW FO INCREASE MACHINE TOta GUT AN wi! 


s,AINEERED 
Rebuilding 


Product vs. Product Features 


® TWO DIFFERENT copy approaches 

are used in these two ads for turret 

lathes by Jones & Lamson Machine 

Co., Springfield, Vt., and Simmons 

Machine Tool Corp., Albany, N. Y. 

The ads ran in the same issue of 

Steel. wut 
The J&L ad itemizes product fea- . Yen fn Stee een 

tures in the headline and picture : a H £7 

captions. The Simmons ad does not. i : - 

It itemizes product features in the 

copy, but the headline stresses an 

idea about the product as a whole. 

Which ad attracted more readers? 

Which ad got more readers to read 

most of the copy? See page 192. 
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Special representative, for the group only, is Jack 
York 17, 


Bain Company, 545 Fifth Avenue, Neu 


N.Y. 


You can use all 14 ACP publications to 
open the main door of this 44-billion dollar 


market...or you can select one or several 


to open any particular door. For complete, 


factual information on any or all ACP 
books, write to Gordon Anderson, Sec’y., 
1022 Lumber Exchange Bldg., Minneapolis, 
Minnesota. 














When you talk to the men who actually bid 
the jobs, you’re talking to the men who buy 
your products. And you can talk to them 
directly — through the pages of your regional 
construction publications — Associated Con- 
struction Publications. 

For ACP books go behind the door, not just 
outside. The men who bid the jobs eagerly 
await their ACP magazine to see where their 
next job will be — and what their next equip- 
ment or supplies will be. 

Associated Construction Publications go to — 
and are read by — 80,479 men who are active- 
ly engaged in construction work. This includes 
30,265 contractors and their key men; 30,792 
public road, street and building officials; 
3,964 engineers who advise, supervise and de- 
sign projects; 3,482 producers of rock, gravel, 
stone and other basic materials; and 11,976 
miscellaneous readers including your dealers 
and their salesmen. 

Get to these men behind the door — use ACP 
as your key to the multi-billion dollar con- 
struction industry! 








18,537 Pages of Advertising . . . 


were placed in ACP books last year — many by your 
competitors! 


20,786 Pages of Attraction... . 


bid news, job reports, photos, lettings that mean bread 
and butter for construction men! 


414 Specialists With Dirty Shoes . . . 


cover the territories of ACP, seeking out the news and 
market conditions that interest readers and advertisers! 





CONSTRUCTION BULLETIN 


Serving the West North 
Central area with circula- 
tion in Minnesota, North 
Dakota, South Dakota 
and Northern lowa — 
total 5,802 


MID-WEST CONTRACTOR 


Serving the states of 
Kansas, lowa, Western 
Missouri, Oklahoma and 
Nebraska—total 6,308 





Serving the East North 
Central area with circu- 
lation in Ohio, Indiana 
and Illinois—total 9,027 


Serving the states of 
Southern Illinois, Ken- 
tucky, Eestern Missouri, 
West Tennessee, North 
Mississippi and Ar- 
kansas — total 5,261 





CONSTRUCTIONEER 


Constructioneer Serving the Middle At- 

Mae ee lantic states area with cir- 
culation in New York, 
Penna., New Jersey, 
Delaware and Maryland 
— total 12,011 


poe 


TRUCTION 


Serving the New Eng- 
land states of Maine, 
N. Hampshire, Ver- 
mont, Mass., Rhode Is- 
land and Conn. — total 
4,480 





CONSTRUCTION NEWS MONTHLY 


Serving the states of Ar- 
kansas, Eastern Missouri) 
Louisiana, Oklahoma, 
Mississippi and Western 
Tennessee—total 7,050 


SOUTHWEST BUILDER & CONTRACTOR 


Southwest \ 
Builder Contractor 
£ TOURWAPUL 


Serving the area of South- 
ern California, Arizona 
and Southern Nevada— 
total circulation 6,792 





DIXIE CONTRACTOR 


Serving the states of Ala- 
tama, Florida, Georgia, 
S. Carclina and Eastern 
Tennessee—total 5,708 
(The North Caroline, Virginia 
and W. Virginia area will in 


future be covered by “Con- 
struction’) 


TEXAS CONTRACTOR 


TeSwtmactor 


Serving the entire state 
of Texas — total circu- 
lation 2,842 





MICHIGAN CONTRACTOR & BUILDER 


if sy 
ud gute t 


% Serving the entire state 
* of Michigan—total cir- 


culation 3,363 


> CONSTRUCTION 


A new member of ACP, serving the 
states of North Carolina, Virginia 
and West Virginia—total circulation 


, 





WESTERN BUILDER 


Serving the states of Wis- 
consin, Northern Illinois 
and Upper Michigan — 
total 3,057 


2 ROCKY MOUNTAIN 
CONSTRUCTION 


Another new ACP member, serving 
Colorado, New Mexico, Utah, Wyo- 
ming, Eastern Nevada, Eastern Ari- 
10na — total 6,137. 





A 
Ad Manager. . 


They backe 


Stephens 


Sanner Suarez 


“If you don't move up 
y I 
out.” 
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move 


Agency P 


wa 
viy ne 


Media Sales Boss . . Florence Cham 
bers .. “In 98% of cases, interviews are 


jranted without 


jelay . . out of curiosity.” 


By Frederick Borden 


® LEND a very attentive ear, gentle- 
men: 

“In my opinion, the abilities re- 
quired for any job of any nature 
are not encompassed in sex but in 
the emotional, mental and physical 
con- 


structure of the individual 


cerned. For this reason, I feel that 
any woman whose interests lie with 
technology and whose _ vocational 
pleasures lie in advertising would 
be of great service to the industrial 
advertising world. 

“Woman has invaded every other 
stronghold in the field of technology, 
proving she can build 


through production, design, chem- 


with man 
istry, engineering and sales a better 
and finer world for human habita- 
tion. Industrial advertising, permit- 
ting a life of gratification in accom- 
plishment, surely is a worth while 
goal for the ambitious advertising 
woman...” 

While these are the words of Mrs 
Pebbie Howell, advertising manager, 
Bacon Mfg. Co., Oak- 
land, Cal., they embody the senti- 
expressed by a 


Vulcanizer 


ments generally 


group of industrial advertising 
women . . advertising managers, as- 
sistants, agency account executives, 
and publication representatives 
who have told INDUSTRIAL MARKET- 
ING how they feel about the degree 
of acceptance now being accorded 
to women in the industrial adver- 
tising field. 

In brief, they like their work. 
They’re glad they’re in this field 
that “has a constructive purpose 
that often offers a deep sense of 
satisfaction” (the words of Mrs. 
Mari Dudley, advertising manager, 
Dudley Machinery Corp., Mountain 
View, Cal.) and they heartily rec- 
ommend industrial advertising and 
marketing as a career for a woman 
if, as Miss Emily A. Taylor, man- 
ager of advertising and sales pro- 
motion, Nopco Chemical Co., Harri- 
son, N.J., puts it, “she doesn’t mind 
putting in a lot of hard work.” 

Admittedly, there’s a long road to 
be traveled before any real numeri- 
cal impact will be made by the 
Of the many thousands of 
various 


ladies. 
individuals occupied — in 
phases of industrial advertising, IM 
was able to locate and identify few- 





Promotion Head .. Emily Taylor . . 
“There are times when the presence of a 
female is restraining . . it cuts down the 


vocabulary.” 


wl we 


Ad Manager . . Pebbie Howell 
“Woman has invaded every other field of 
technology. Industrial advertising is an 


other goal.” 


Assistant Manager . . Frances Mc 


cormick . . ‘Men respect women in ad 
vertising . . as women and as people with 


responsibility.” 


advertising .. watch your step, men! 


er than 50 women for the purposes 
of this informal survey. But those 
who were contacted responded with 
a vitality and an earnestness that 
shows promise of an expanding role 
for women in industrial advertising. 

Latest recognition of this role 
came on a warm day last June in 
Pittsburgh when 60 shirt-sleeved 
directors of the National Industrial 
Advertisers Association, came to a 
bit of routine business: choosing 
a new board member to represent 
NIAA’s several hundred members- 
at-large. The names of a dozen 
advertising men were offered for 
nomination; some fell for lack of a 
second and some withdrew, until 
only two nominees remained before 
the board. 

Then an NIAA vice-president 
spoke up . . he spoke of the increase 
of women entering industrial ad- 
vertising, the duty of NIAA to ex- 
tend to them their due recognition. 
He wound up by nominating for the 
vacancy Mrs. Lee S. Worthington, 
director of advertising, Tranter 
Manufacturing, Inc., Lansing, Mich., 
a long-time NIAA member who had 
just served as chairman of the as- 


sociation’s McGraw-Hill award 
committee. 

When the votes were counted, 
Mrs. Worthington had outdistanced 
her two male competitors to become 
the first woman member of the 
board in NIAA’s 31-year history. 

Good-naturedly appraising her 
experiences in the field over the 
past years, she recounts the time 
when, because of her first name, 
she was assumed to have been a 
man, and was hired by mail as an 
agency account executive. Upon 
arrival to begin work, she was told 
that she could not have the job, 
since the agency felt it could not be 
handled by a woman. “So,” she 
says, “my expenses were paid and 
I was waved on my way. At the 
time, I didn’t think it a particularly 
humorous situation, but looking 
back now, I feel the joke was on 
the agency.” If the agency’s brass 
has watched Mrs. Worthington’s 
achievement since then, they must 
know now that the joke 
them. 


fas on 


Steno to Adwoman .. Most of 
the women in top positions today 


decry the lack of established edu- 
cational and training channels 
which would permit women delib- 
erately to prepare themselves for 
responsible industrial 
jobs. As examples, they point out 
some of the accidents of fate that 
brought them to their present posi- 


advertising 


tions: 

“A stroke of luck, actually. My 
predecessor, also a woman, left to 
be married.” 

“I was secretary to the advertis- 
ing manager; when he left, I was 
asked to carry on.” 

“Copywriting for house furnish- 
ings led to interest in manufactur- 
ing of hard goods.” 

“Perhaps because during the war 
good men were hard to find they 
let me take a crack at industrial 
publicity.” 

“Started as a stenographer in an 
advertising agency .. .” 

But almost without 
they recommend industrial adver- 


exception, 


tising as a field for women, and 
have definite suggestions for the 
young woman who wants to prepare 
herself for such a career. 

Mary Beckman, vice-president 


continued on page 72 
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TO GET INTO THE PLANT, 


What’s the toughest job your indus- 
trial salesmen have to do? 


For most salesmen, it’s the job of seeing and 

selling the men ‘in charge of operation in 

America’s industrial plants—The Plant Be is VICE PRESIDENT 
Operating Group. Yet this same group is Poo a in charge of OPERATIONS 
rated “most important in buying” for most | a. 

manufacturers of equipment, supplies and 

materials. 


That’s why more and more industrial adver- 
tisers are counting on FACTORY for the big 
job of making contact with the Plant Oper- 
ating Group. For FACTORY has more Plant 
Operating readership than any other indus- 
trial magazine. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


PRODUCTION CONTROL 
— ee / 


330 WEST 42nd ST., NEW YORK 36, NEW YORK 


App @ 


The Plant Operating Group 




















CHIEF ENGINEER 












a* Ea ot ~ METHODS ENGINEER 


Raa 


MAINTENANCE 
SUPERINTENDENT Ff 


4% 


and account executive, Franklin 
Fader Co., Newark, N.J., sums up 
pretty well the sentiments of all the 
women on this point. Says Miss 
Beckman: 

“Acquire a_ college education, 
preferably a B.S. degree. Then get 
a job as a secretary in an advertis- 
ing department. Try your hand at 
everything; write, gather case his- 
tories, know how the products are 
made, study markets. Then if you 
don’t move up, move out, into an 
agency.” 


For Women. . the Hard Way. . 
To which Delphine S. Byrne, ad- 
vertising manager, H. M. Harper 
Co., Morton Grove, IIl., adds, “If a 
woman wants a career she must 
clear the decks and devote about 
150% of her time and energy to 
maintain the fact that industrial ad- 
vertising is no longer strictly man’s 
domain.” And a realistic admoni- 
tion comes from Ruth Kellom, ad- 
vertising and sales promotion man- 
ager, Markem Machine Co., Keene, 
N.H., “A woman must be willing to 
work up the hard way.” 

The ladies are virtually unani- 
mous, too, in stressing the desir- 
ability of some technical and en- 
gineering training as preparation for 
an industrial advertising career. 

The soundness of such advice is 
attested by Marie Margaret Win- 
throp and Valore L. Marcinak, part- 
ners in Detroit’s Tech Adgency, be- 
lieved to be the only all-woman in- 
dustrial advertising agency in the 
U. S. The company was organized 
some nine years ago at the initia- 
tive of Miss Marcinak, who holds a 
degree in metallurgical engineering. 
Paying tribute to the importance of 
her partner’s technical knowledge 
and the role it has played in the 
growth of the agency, Miss Win- 
throp, today Tech Adgency’s presi- 
dent, says, “My background in fac- 
tual newspaper reporting has helped 
me a great deal. But an interest 
in and some knowledge of technical 
and industrial research, develop- 
ment, and parlance, either by as- 
sociation or education, is a must.” 


Vogue Patterns No Tougher. . 
An interesting approach to this 
problem of technical training is con- 
tributed by Alice M. Sanner, ad- 


vertising manager, Rockford Ma- 
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chine Tool Co., Rockford, Ill., when 
she points out that women tradi- 
tionally are assumed to be able 
intelligently “to interpret and ex- 
pertly follow the dressmaking in- 
structions of an intricate Vogue 
pattern,’ and that the blueprint of 
a bridge, a ship, or a 20-ton tool, 
while admittedly more complicated, 
is still merely a basic pattern that 
can be followed and understood 
with proper training. 

Mrs. Constance Stephens Walsh, 
advertising manager, Guardian 
Electric Mfg. Co., Chicago, charac- 
terizes industrial advertising for 
women as, “most interesting, diver- 
sified, lucrative, rewarding,” adding, 
too, that it offers unlimited oppor- 
tunity. Other reactions to this 
question include statements that in- 
dustrial advertising is not as nerve 
racking as consumer advertising, 
industrial clients are more agree- 
able and appreciative, “it’s an in- 
teresting way to earn a living,” the 
justification for its existence is clear 
cut, it’s challenging and stimulating, 
and “it is a satisfaction to hold such 
a position normally considered a 
man’s job.” 

The struggle of a woman to main- 
tain her position in this predomi- 
nantly man’s field is not without its 
humorous moments, the ladies re- 
veal. Frances M. Suarez, who has 
been advertising manager for the 
Philadelphia Quartz Co. for the past 
26 years, tells of the incident which 
almost caused her early interest in 
the field to suffer a death blow. 
“In 1926,” she says, “attending a 
meeting of NIAA, one of the speak- 
ers on the platform prefaced his 
talk with, ‘If the two women present 
will leave the room I will begin the 
talk.’ I was one of the two women. 

“But that is history now,” she 
adds. She survived, has contributed 
a chapter to a book on careers for 
women, and served for five years as 
secretary and director of Eastern 
Industrial Advertisers, NIAA’s Phil- 
adelphia chapter. 


Being Female Helps . . Florence 
Chambers, who gets around as vice- 
president in charge of sales for 
Meat, monthly operating and man- 
agement magazine for meat packers, 
smilingly observes the reaction 
when receptionists announce “Miss” 
Chambers to agency men or adver- 


tising managers. “In 98% of the 
cases,” she judges, “interviews are 
granted without delay, just out of 
curiosity, which certainly is an ad- 
vantage. Knowing your business,” 
she adds more seriously, “carries 
you through thereafter.” 

And Nopco’s Emily Taylor adds, 
“There are times, of course, such as 
at sales meetings, when the presence 
of a lone female is a definitely re- 
straining one . . it cuts down the 
vocabulary and cleans up the con- 
versation! Naturally, too, a woman 
ad manager shouldn’t expect to tag 
along on the after-hours stag parties 
and ball games. But if she enjoys 
her job, likes being an ad manager, 
and still more being a woman, what 
has she got to gripe about?” 

A considerable number of the 
ladies indicate that they would wel- 
come a more mature acceptance of 
their presence in the field on the 
part of the men they must work 
with. “Treat women as co-work- 
ers,” Mrs. Boone Strickland, adver- 
tising manager, Pemco Corp., Balti- 
more, advises. “Acknowledge their 
ability to understand technical ma- 
terial. Whenever action is in doubt, 
ask yourself how you would behave 
if this person were a man. . and 
act accordingly.” In the same vein, 
Gladys V. Corbett, advertising man- 
ager, Driver-Harris Co., Harrison, 
N.J., admonishes the men to “be 
more understanding and not look 
down on women in industrial ad- 
vertising.” 

Another point of view, shared by 
many of those questioned, is ex- 
pressed by Frances McCormick, as- 
sistant advertising manager, the 
Witney Blake Co., New Haven. “My 
personal observation,” she notes, “is 
that men generally respect women 
in advertising both as women and 
as people with job responsibilities 
similar to their own.” And a note 
of special interest to publication 
representatives is sounded by Mrs. 
Walsh, who says, “It would be wise 
to check on a woman’s relative im- 
portance in the organization, her 
buying power, etc., before loading 
your sales pitch with ‘if you will 
talk this over with your boss,’ or 
‘now discuss this with the men.’ ” 


Women Aren't Complaining . . 
But most of the women harbored 
no really serious complaints against 

continued on page 76 





From the rattle of dishes out in the kitchen, we'd 
say .. . about six-thirty in the evening. More im- 
portant, it’s time for you to make a sales call behind 
a door your salesman can’t open. 


This production executive . . . one of thousands of 
plant managers, master mechanics, superintendents, 
general foremen and the like . . . spends every 
minute on top of his job. Because he’s “in” on 
buying decisions, he must keep up with new tools, 
equipment and processes. 


That’s why MODERN MACHINE SHOP has be- 
come one of his favorite ‘carry home packages.” 
He finds it just as easy to read as to carry. He obtains 
quick, capsule information from detailed articles 


Ready Now! _,. your copy of “High- 
way to Metalworking,’ comprehensive, 48- 
page study of market and media facts. Write 
today. 


on unusual and interesting plant production opera- 
tions . . . and from regular features like ‘Modern 
Equipment at Work,” “Ideas from Readers,” 
“News of the Industry’? and “New Equipment.” 


When you use MODERN MACHINE SHOP you 
address a most receptive audience . . . biggest by 
far in the entire metalworking industry. It has a 
circulation of more than 40,000 and a pass-along 
readership many times as big. It’s plant circulation 
alone . . . 28,000 plants receiving one or more 
copies . . . is larger than the /ofal circulation of 
many leading metalworking publications. 


For maximum readership and results, put your 
money where your market is... in 


MODERN MACHINE SHOP 
431 Main Street 
ICCA Cincinnati 2, Ohio 


BPs 
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A GOOD QUESTION FOR ABC MONTH AND EVERY MONTH: 


Are you using...to the hilt... 


this important, 
market and media 





One of the most scientific market research studies you can make in any field 
doesn’t cost you a cent. For the more you dig into an ABC report, the more 
you get out of it. If you know what the cold figures really mean in terms of 
markets and readership and the force of a publication, you can find a wealth 
of information there. 

Time was, when a publisher could claim big circulation ... and didn’t have 
to prove it. No one saw his books . . . or even knew what he meant by net paid 
circulation. Before the Audit Bureau of Circulations existed there were no 
standards for measuring what you bought when you bought space. 

Now, with ABC, over 2,500 member publishers open up their books... 
and 65 ABC auditors comb them through to match facts and figures against 
rigid rulings. You have a uniform report on how much circulation... and who 

.and how. ..and where .,.and other facts that are an index to the circu- 
lation’s quality. 

Do you know how to dig all the nuggets out of these reports? To most ad- 
vertisers and agencies, ABC statements are basic tools; they tell tough, realistic 
tales about markets and media. To many, the technical details in small type 
may be a little obscure. But they are more informative than many a blazing 
headline, if you look into what they mean —to you. 

This is particularly true in business publications, where you buy specialized 
circulation, to meet specialized objectives. Here’s what the blue sheets tell you. 





THE ASSOCIATED DUSINESS 
PUBLICATIONS 205 East 42nd Street. New York 17, N. Y. 


eaeneialiael ALL MEMBERS OF ABP ARE 
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research 7 


Name of Publication 
@ Meaths Ending Jone 36, 1953 


Publisher's Statement - Business Publication 
mead by 
AubiT BUREAU OF CIRCULATIONS 
LD Naas Oem (merry eel 





This puiolivetton ts mot the afiictal organ of an) cero toiton 
‘1. Industry os Field Served — School Field the shoot edmmimistretive fiicteby te 
‘Suse Cy ond County Schon! Systeme tacholing Universty and Cokegs 
Pomrehn 
GB Average cirruiation tor mmues dated Jaowary through June (95% 
Seder rip: tome 
Amdivinem! Serbmee ripsheme 








Special Grows 
ee he ees mempioren braewtes ered rrtederies fee Per mb 
Term Saber rigtoms te Beal eu cite pe percnaeed fer tte 
hen emptaren branches and cubetarten) fee Per Mie) 
Average Total Number of thuberriptions — wan 
Ser the hemes 
te quantities of} te & p sesepe sit * 
tm bulk quantine of Bor more Gee Per id) ° ° ° o 
Average Total Number of Singte lesues Fee 
AVERAGE TOTAL PAID CIRCULATION — 
AVERAGE UWF AMD OOFTRIBUTION 
Adver users 
Se H 


Averes Coed (egaid Dewthetion 





ae 
AVERAGE TOTAL PAM AND UNPAD COTERUTION ord 





Titgizy 3 


AL PARD CTR ULATION BY UBUBD Teta of cubertpoeme amd dingte cate) 
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What you can get out of the ABC reports... 


1. What's the NET PAID? 


Total distribution is different from total net paid cir- 
culation ...s0 ABC reports both. (For example, the 
copies advertisers receive free are subtracted to get 
the ‘‘net paid”’.) Then ABC breaks down the paid 
circulation into individual subscriptions and single 
copy sales... counts subs sold to companies and in 
bulk. All of it can be good circulation, but ABC feels 
you're entitled to decide that for yourself. 


2. Who subscribes to it? 


Some of the most important facts about markets are 
found in ABC's “‘business analysis’’ of business 
paper circulations. They show what field a paper 
serves and sells... how many firms of different 
types ...and often, titles and job levels, too. This 
is tremendously valuable research data for your own 
market planning and copy writing. 


3. Where’s the circulation? 


State by state across the country, and in foreign 
countries, ABC audits the number of subscribers. 
This you can match against your market potential 
and your own sales figures. 


4. What does the reader pay? 


That can mean a lot to you... and so can the way 
he pays. If the publication is paid for, you can be 
sure it’s doing a job for subscribers; if it’s worth 
their dough, chances are it’s worth yours. 


5. Any arrears? How are renewals? 


By ABC rule, publishers may extend expired sub- 
scriptions for three months, giving slowpokes or 
‘“‘arrears’’ a chance to send in their renewal checks. 
But the same ABC rule ensures a clear picture of 
paid and unpaid subs by insisting that the percentage 
of ‘‘arrears’’ be shown on the audit report. And you 
can check a publication's continuing values by noting 
how many subscribers renew. 


6. What about editorial quality? 


There’s a lot to be learned about the impact of a 
business paper, its editorial direction and service-to- 
the-field, in ABC reports, for paid circulations have 
got to give subscribers enough vital help and in- 
formation to keep them reading . . . and buying. So, 
subscription analyses are a fine yardstick of reader- 
ship, too. And paid subs are one reason why ABC 
publications are likely to be leaders in their fields. 


7. There’s a long record to go by... 


Attempts at audited circulations go back many, 
many years. But not until the Audit Bureau was 
founded in 1913, with advertisers and agencies in 
the driver's seat, were there industry regulations to 
depend on. In back files of ABC reports you can 
explore the growth or decline of a market or a 
publication ... you can dig with profit to compare 
the growths (or weaknesses) of different publications, 
and see how stable they really are. 


All this provides a sound base for ad planning and media buying. 


PAID CIRCULATION PAPERS...MEMBERS OF ABC 
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the attitudes of men, and seemed 
to agree with Miss Chambers’ com- 
ment that “they treat women in the 
field with as much respect as they 
command.” 

How recent is the trend toward 
entrusting women with positions of 
responsibility and authority in the 
industrial advertising field is re- 
vealed by an analysis of length of 
service in their present jobs of those 
interviewed. Less than one-fifth of 
the respondents reported an aver- 
age tenure of 22 years, but the re- 
mainder of over 80% have averaged 
less than five years in their current 
positions. In this group, the woman 
in her job the longest has been 
there for only seven years. 

Yet the indicated a 
high degree of responsibility has 
been placed in the hands of these 
Two-thirds of these women 
completely final authority 

their advertising depart- 
ments; only one-eighth indicated 
that they do not. The willingness 
of industry to extend full respon- 
sibility and control to so large a 
proportion of those who have oc- 
cupied their positions in relatively 
recent years indicates a rapidly ac- 
celerating trend toward recognition 
by top management that women can 
do a good industrial advertising job, 
and that they should be given the 
opportunity to so demonstrate. 


responses 


ladies. 
have 
within 


What a Woman!.. And, gentle- 
men, the women are doing this job 
under handicaps that men 
might find pretty difficult to sur- 
For example, Mrs. Howell, 
article, 


some 


mount 
whose quotation opened this 
prefaced her comments with 
that was written with “my two little 
girls clambering over the typewriter 
and straddling my shoulders.” Mrs. 
Dudley casually remarked that dur- 
ing the time she has occupied her 


a note 


advertising manager's position, she 
had also given birth to, provided a 
home life for, and brought up five 
children! Many of the other mar- 
ried women, too, somehow manage 
to find time to fulfill the duties of 
wife, housekeeper and mother, while 
directing advertising policy for 
large industrial corporations. 

Mrs. Dudley sums it up with what 
she characterizes as a typical fem- 
“Fulfillment.” Dis- 


inine word: 


76 / industrial Marketing 


cussing the relationship of her fam- 
ily life and her occupational endeav- 
ors, she speaks of her pride and 
happiness in “being able to con- 
tribute a specialized knowledge.” 

“This I recommend to any wom- 
an,” she says, “and she will find it 
in pursuing the way of life that has 
the most appeal to her as an indi- 
vidual. Of course these considera- 
tions are as fundamental for a man 
as they are for a woman and con- 
cern a basic approach to be faced by 
anyone in his life work.” 


Some Disagree .. As might be 
expected in this type of informal 
survey, opinions were not unani- 
mous. There 
from the general enthusiasm which 
the ladies displayed for their indus- 
trial advertising jobs. From one 
quarter came the reply, “I, person- 
ally, do not believe that your state- 
ment (included in IM’s letter of 
inquiry) ‘the increasing prestige of 
women in the industrial advertising 
field’ is true, this 
area. Therefore, I do not believe 
it would add anything to your story, 
since my comments would all have 


were some dissents 


at least not in 


to be strictly adverse.” 
One woman was not so sure that 


stop your 


Droopy Dan does merchandising, 
advertising job for Thermoid 
® A HUMOROUS, eye-catching car- 
toon character is doing a job in get- 
ting dealers and jobbers to help the 
Thermoid Co., Trenton, N.J., 
more automotive fan belts. 
Kits have been distributed con- 
taining sales aids, all of which fea- 


sell 


she would recommend industrial 
advertising as a field for women, 
because she “has to work twice as 
hard in a man’s field to justify man- 
agement’s placing her there,” while 
another thought that a woman 
should enter this field only if she 
has an engineering background and 
“finds sex a bar to exercising her 
profession.” 

But, by and large, the ladies are 
making a place for themselves in 
this line of activity which until so 
very recently has been almost ex- 
clusively a masculine domain. They 
talk enthusiastically about getting 
up early on a Sunday morning to 
supervise photographing of a paper 
machine felt washing operation, of 
the experience of shouting above 
the din of the weave shed of a tex- 
tile manufacturer, of hostessing on 
an airline to make contacts and line 
up industrial accounts! 

And, if you’re looking for a quote 
that seems to summarize just about 
what almost all the women in in- 
dustrial advertising thinking, 
here’s one from Miss Beckman: 

“This job is not for a gal without 
energy It’s hard 
work, but I wouldn’t be in anything 


are 


and _ ambition. 


else.” s 
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at when he stops 


ture “Droopy Dan,” symbol of the 
worn out fan belt that’s about to 
give up the struggle completely. He 
is featured on mammoth lapel but- 
tons worn by service station at- 
tendants. He is suspended by his 
long nose from an old, saggy fan 
belt. He is cut out of cardboard and 
displayed as a stand-up piece, 





AUTOMOTIVE 


A” ° ° . ‘ 
CHILTON News of automotive and aviation manufacturing 


out y nd 
“oO. or rot? ... America’s largest industrial market 
: from AUTOMOTIVE INDUSTRIES, Chestnut and 56th Sts., Philadelphia 39, Pa. 








FORD WILL BUILD a new stamping plant at Walton Hills, Ohio, near Cleveland. The 
new unit will add 960,000 sq ft of floor space and will have 15 major press lines to 
produce body parts and assemblies for Ford and Mercury cars. 


PLYMOUTH IS PREPARING to build bodies for club coupes and three-passenger coupes 
at its Evansville, Ind., plant in space released by completion of defense work 
there. Work is already under way in clearing the plant and installing facilities 
for the body job. Stampings will be shipped from Detroit, with the Evansville 
operation to be complete from framing to paint and trim. 


NET PAID CIRCULATION of AUTOMOTIVE INDUSTRIES is now over 15,300, which represents 
a 64% increase over 1946. It reaches and influences the design, engineering, pro- 
duction, administrative and purchasing executives in 3,467 automotive and aviation 
manufacturing companies. Never before has AUTOMOTIVE INDUSTRIES offered such deep 
penetration of America's biggest industrial market. 


LOOKS LIKE 1953 will be the biggest year in history for the automotive replace— 
ment parts business. Sales already are up considerably over the same period a year 
ago, with one of the larger parts wholesaling outlets reporting an increase of 24 
per cent. 


TYPES OF JET ENGINES which the Air Force plans to install in some of its newest 
fighters have been revealed. -One of the power plants involved is the J-71 jet, 
intended for use in the F-105. The J-7l reportedly has a thrust rating of about 
10,000 1b.——-almost twice that of U. S. engines in current use. 


INFORMATION HAS LEAKED OUT that Ordnance Tank Automotive Center has developed a 
new lightweight, high speed tank destroyer. Secrecy has been so tight that even the 
project number could not be mentioned. Officially it now has been christened 
"Ontos" which is the Greek equivalent for "The Thing". Basic concept is a track- 
type unit mounted on an extremely light chassis powered by a regular truck engine 
and carrying light armor. 


WILLYS MOTORS, Kaiser Motors subsidiary, has acquired complete ownership of Chase 
Aircraft Company. Willys acquired the 51 per cent stockholdings of Michael Strukoff, 
founder of Chase. The Kaiser interests had acquired a 49 per cent interest in 1951. 
The Chase operation plans to engage in aviation subcontracting work. 


FORD WILL BUILD a new engine plant at Cleveland for production of overhead valve 
V-8 engines for Ford cars and trucks. The new plant will have 562,000 sq ft of 
floor space and is expected to be in operation sometime in 1955. 


FOR 1953, the new estimated wholesale value of products made by the automotive and 
aviation industries is $26.6 billion. Here is America's biggest industrial market 
...the No. 1 buyer of parts, materials, supplies and production equipment. And... 
its No. 1 medium for effective, deep penetration is AUTOMOTIVE INDUSTRIES. 


IN ONE YEAR of body building, a major auto manufacturer performs 1.1 billion spot 
welds, 129.2 million in. of gasweld, 37.4 billion in. of heli~arc weld and 10.4 
million in. of are weld. 





Wiggers places responsibility 


By Raymond P. Wiggers Vice-P: 


® IN THE AUGUST issue of Reader's 
Digest Stuart Chase quoted a motto 
of Beardsley Ruml which 
“Reasonable men always agree if 
they understand what they are talk- 


reads, 


ing about.” 

Assuming that I am a reasonable 
man .. that the gentlemen who took 
the time to write “letters to the edi- 
tor” (in support of or in opposition 
to my article in the April issue of 
INDUSTRIAL MARKETING) are reason- 
able men . . it would seem that col- 
lectively we have not agreed exact- 
ly as to what we are talking about. 
Perhaps we fit that infamous cate- 
gory described by Bertrand Russell 
when he said, “One’s emotion varies 
inversely with one’s knowledge of 
facts . . the less you know the hot- 
ter you get.” 

From the heat that has been gen- 
erated on both sides, it seems likely 
that emotions have dominated this 
discussion for years. Perhaps even 
INDUSTRIAL MARKETING has strayed a 
bit off base through its choice of 
words in its cover headline (not 
part of original manuscript) reading 
“Abolish the 15° Commission Sys- 
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tem, Urges Putman Winner.” Rather 
than recommending the abolishment 
of the commission, the author was 
concerned with establishing the de- 
fects of the system as they were 
viewed by one ad manager and de- 
veloping an interest toward elim- 
inating or minimizing those defects. 


Let's Get the Facts . . This time, 
to be sure we do know what we're 
talking about, let’s make a final ef- 
fort to get the facts before we take 
one side or another on this vital 
question, “Is the 15% 
system detrimental to industrial ad- 
Rather than to take up 
arms in defense of either argument, 
evaluating the 


commission 
vertising?” 


accumulating and 
facts will be the basic purpose of 
this article. 

Granting an apparent failure to 
achieve universal understanding in 
“An Ad Manager Suggests How to 
Improve the Agency Relation” (IM, 
April), I was nevertheless encour- 
aged by the interest still displayed 
on a subject which has been debated 
by advertising people for years. 
Frank discussion is the only way in 


which an existing barrier between 
many advertisers and agencies can 
be torn down. 


Who's on What Side . . That my 
remarks pleased a certain segment 
of industrial advertisers is of little 
consolation in view of the fact that 
we still remain as a divided group 
It is interesting to note, however, 
that 100% of those writing in sup- 
port of my thesis were ad managers, 
whereas 100% of those expressing 
contrary opinions were agency ex- 
ecutives. This is, in itself, signifi- 
cant. It simply means that: 

1. A definite mental barrier be- 
tween client and agency actually 
exists. 

2. The divergent factions do not 
have all the facts in mind when they 
argue the 15% question. 

3. It is common for both sides to 
go off on a tangent. . to allow emo- 
tions to control their thinking. 

Perhaps viewing the problem 
from both sides of the picture might 
contribute to a clarification of the 
situation. I hope that it will. 

15% Can Hurt Agencies. . First, 
it seems advisable to break the 15% 
question down to its lowest common 
denominator. There must be some- 
thing more fundamental to a prob- 
lem which has so continuously 
raised the average blood pressure 
rate of the industrial advertiser. 
What are advertising 
really talking about when they cas- 
tigate the commission system? What 
are agency executives really talking 
about when they forthrightly defend 
the system? Actually the 15% ar- 
rangement can be just as unfair to 


What 


managers 


one as it can be to the other. 
do both sides really want? 

No matter how you dress them, 
the facts are these. Advertisers and 
agencies are motivated by two nat- 
ural laws: 


1. The advertiser wants to receive 
and be given proof that he is receiv- 
ing full value for the money he 
spends on his program. 

2. The agency wants to earn a 
reasonable profit for. the services it 
performs. 


Any disruption of these laws is an 
invitation to serious unbalance and 
eventual friction. The much de- 

“ontinued on page 82 
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of American 
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84% “Prefer © 
MacRAE'S 20x 


A questionnaire enclosed in the 1953 issue was signed and returned 
by 4,491 individual executives, 84% of whom stated they used 


MacRae’s Blue Book “exclusively” or “principally” in their selection of 
suitable supply sources. Old copies are passed on to other officials in 


70.7%, plants, thus adding years of life to your advertisement in 


the Blue Book. 


This One-Book daily working preference among more than 18,500 
important executives who buy and specify equipment and supplies 
insures maximum readership to an advertisement in MacRae’s. They 
like its accuracy, completeness, accessibility of data and convenience. 


It’s time to reserve space in the 61st Annual Edition—closing date, 
December 1 5th. Send for folder “Feast Your BUY-FOCALS” 


Another Worthwhile Marketing Fact: 


MacRae's Blue Book has more circulation than the other old established 
buying guide in 34 states. With so many plants springing up in the 
hinterland you can better reach these expanding industries in MacRae’s 
Blue Book. 


* As Compiled by Statistical Tabulating Co. 


You Also 
Need MacRae’s 


Mac RAE’S soox 


18 East Huron Street, Chicago 11, Illinois 





One of the most important assignments you can give 
your advertising to the metalworking industries is that 
of influencing the key engineering and manufacturing 
executives who are “out” to your salesmen, but who 
have the power to say “thumbs up” or “thumbs down” 
when the purchase of your product is discussed. 


By combining 80% paid circuiation with 20% Directed 
Distribution, MACHINERY concentrates its circula- 
tion among these inaccessible, but mighty important 


S E LL TH E M E N executives, who often cannot be reached in any other 


way. Your advertising in MACHINERY reaches the 
Ww | TH V E TO Dp 0 W E R « «« men who make the buying decisions... in the plants 
: that are doing the bulk of today’s buying of metal- 
working machines, tools, materials, unit parts and 

equipment. 


oa 


PUBLISHED BY THE INDUSTRIAL PRESS, 148 LAFAYETTE ST., NEW YORK 13, N. Y. 
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OVER 62% of MACHINERY'’S circulation is concen- 
trated among Manufacturers of Assembled Metal 
Products, Equipment and Machinery (Classification 1 
in the CCA Audit). 








OVER 86% of MACHINERY ’S circulation is concen- 
trated in the first three categories of the CCA Audit 
(the biggest buyers of metalworking equipment). 


OVER 88% of MACHINERY’S circulation is concen- 
trated in the fourteen states where metalworking activ- 
THESE FIG URES ity — and buying power — are greatest. 
OVER 74% of MACHINERY'’S circulation is ad- 
Pp 2 0 | E 0 U R S TO R y. ea dressed to metalworking executives by name, assuring 
readership by the right buying authorities. 


25,520 COPIES (CCA Audit) — doing a superlative 
selling job for you! 


PUBLISHED BY THE INDUSTRIAL PRESS, 148 LAFAYETTE ST., NEW YORK 13, N. Y. 
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bated questions of unfair agency 
burdens, overly saturated publica- 
tion markets, client 
small business neglect, ad manager 
controls become minor problems by 
comparison. They all can be sim- 
plified if the question is solved in 
accordance with the laws 


suspicions, 


strict 
noted above. 


Astounded and Annoyed. . In 
my previous contacts with other ad- 
vertising managers, I had been as- 
tounded and annoyed by the num- 
ber of cases in which advertising ac- 
counts were won and lost for almost 
unbelievable reasons. What seemed 
like an excellent relationship one 
day flared into disagreement the 
next. Those “intangible” differences 
I felt, were outcroppings of more 
serious and basic faults. 

Because of this, and since my own 
agency relationship had been so 
completely satisfactory, I felt com- 
pelled in the interest of agencies 
and advertisers alike to help estab- 
lish a more harmonious system 
whereby the industry could find 
greater stability and thereby estab- 
lish a higher reputation among busi- 
ness Managements. 

As an advertising manager, it was 
my conviction that the financial 
health of our agency was synony- 
mous with the type of service we 
could expect. Actually, our’ rela- 
tionship was based upon a gentle- 
man’s agreement, initiated by the 
advertiser, and dependent to a large 
extent upon the fairness of both 
parties. The close harmony and 
teamwork that resulted paid off in 
many ways. Our mutual willing- 
ness to visualize each other’s opera- 
tional problems was the real foun- 
dation upon which all other func- 


tions were based. 


The Villain: Human Nature. . 
At present, as an agency executive, 
I find my convictions exactly the 
same. The return which the ad- 
vertiser gets from his expended dol- 
lar .. and particularly his familiarity 
with what he is getting . . seems to 
be the ideal basis for a mutually 
profitable, lasting relationship. In 
view of this experience, it seems 
that the gravest problem confront- 
ing ad managers and agencies alike 
is that the 15°; system requires fair- 
ness on the part of both parties! 
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The selfishness or blindness of either 
party is all that is needed to upset 
the applecart. Inconsistent human 
nature is responsible for the short- 
comings of the 15% system. 

How then can a fair system be 
established whereby the human ele- 
ment is eliminated as the fuse to 
the powder keg? I am now con- 
vinced that the agency, as the col- 
lecting and therefore controlling 
party, must bear the full responsi- 
bility for establishing an equitable 
arrangement which guarantees the 
advertiser a fair return for his 
money and the agency fair payment 
If the agency will 
. and if it 


for its work. 
establish such a system 
makes a point to review periodically 
the full financial details of its ac- 
it will have 
relationship 


counts with its clients . . 
constructed an_ ideal 
which the 15° commission will 


never abrogate. 


Cost Accounting Helps. . Estab- 
lishing this vital system is not as 
complicated as it would first appear 

many agencies have successfully 
accomplished the function. Actual- 
ly, a fine workable solution to the 
commission problem has been prac- 
ticed in a number of apparently un- 
publicized cases. These have in- 
volved agencies which for one rea- 
son or another have installed spe- 
cialized cost accounting procedures 
and practices designed to place each 
account on a mutually reciprocating 
basis to the benefit of both agency 
and client. 

Such practices are almost fool- 
proof because they are based on 
audited books . . deal in specific fig- 
ures . . take in most extenuating 
circumstances. As a result these 
forward looking firms are, like other 
well organized types of business, in 
a position to spot the normal op- 
erational inequities which otherwise 
defy detection. 

The system does not allow one 
party to exploit the generosities of 
the other. Agencies are protected 
against the danger of actually los- 
ing money on some accounts; adver- 
tisers are protected doubly, i.e. 
against (1) the possible danger of 
being forced to make up part of the 
agency's loss from such an account 
and (2) the possibility of receiving 
less than a fair return in services 


from the agency in relation to its 
expended dollar. 

In agencies where no specialized 
cost accounting system is employed, 
it would seem that the “profitable” 
advertiser might be called upon un- 
wittingly to help subsidize the 
money-losing accounts. Someone 
must make up the deficit. There is 
the chance that such a deficit may 
be “spread” all across the board. 


Who Paid $50,000? . . For ex- 
ample, Ira W. Rubel (prominent 
certified public accountant specializ- 
ing in advertising agency operation) 
states: “Recently we were invited 
to assist in correcting a_ situation 
where one agency was losing $50,- 
000 on a $2,000,000 account. An 
analysis of operations disclosed that 
reasons for the loss were: 

1. the agency was doing certain 
jobs that were not needed by the 
client. 

2. the presence of an inefficient 
account executive. 

3. commissions received on cer- 
tain jobs not commensurate with 
work performed.” 

Who paid the $50,000? The agen- 

cy?? 
In view of this typical example, 
you as an ad manager might con- 
sider the questions, “To what losses 
am I contributing my support? To 
what extent? How do I know?” 

A practical method clarifying the 
picture is readily available. As I 
have moved from the ad manager’s 
cnair over to the agency side of the 
desk, I have come upon a successful 
working example of what the client- 
agency relationship should be like. 
It is probably similar to the systems 
many practice. As an 
agency executive, I have been pro- 
vided a formula which guarantees 
all-around fair play out of reach 


agencies 


of any narrow-mindedness_ which 
might plague either side in the fu- 
ture. Here’s an approach to an old 
problem which protects against hu- 
man inconsistencies. 


How to Do It... All systems that 
Ours is 
no exception. Its installation was 


are good are also simple. 


based on successful experience. It 
is economical and works to the mu- 
tual benefit of client and agency. 
It completely satisfies the two fun- 
damental laws described above. It 
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You'll sell more in 


a publication with 


industry know-how 


ANCHOR womses comer | ot 


Liquefied petroleum gas is second only to tele- Advertisers know this. Every year for 14 consecu- 
vision in its spectacular growth—and for 22 years tive years they have used more advertising pages 
BUTANE-PROPANE News has been making im- in B-P News than in any other LPG publication. 
portant technical and practical contributions to aan 
that growth. Exclusive advertisers include such names as Chev- 
rolet—Phillips Petroleum Company—Ruud 
Mfg. Company—Servel, Inc.—Sunray Oil Corpo- 
ration— U. S. Rubber Company—Worthington 


Corporation—and 56 others. 


The major textbooks for the industry have been 
prepared and published by B-P News; and nearly 
20,000 letters from readers have been answered by 
our editors with operating and management advice. 


LPG operators look to B-P News for guidance— Your best route to sales in this market is through 
and get it; and as a result, virtually every important the publication with LPG know-how—BUTANE- 
buyer in the industry is a B-P News reader. PROPANE News. 


Paid Circulation Over 11,000 BUTANE-P ANE 


Average Distribution Over 12,500 


Write for complete market gov WS 
al 


and circulation facts 


A Jenkins Publication * 198 S. Alvarado St., Los Angeles 57, California 


BUTANE-PROPANE NEWS PUBLISHES THE ONLY COMPLETE LIBRARY OF INFORMATION FOR THE LPG INDUSTRY 


HANDBOOK BUTANE-PROPANE GASES. 
Arranged and edited by the editors of B-P News, 
published in 1932. Now in 3rd edition, 7th printing, 
it is still the top technical authority, quoted and 
recommended by U. S. Bureau of Mines. Price $7.50 
~~-27,000 copies in use. 


BPN CATALOG. Published annually by B-P News 
since 1939. Brings into one binding the catalogs of 
150 manufacturers and has been the main buying 
reference of the industry since the first edition. 


THE BOTTLED GAS MANUAL. A non-technical 
textbook and field guide on installation and servic- 
ing of LPG equipment and appliances. Published by 
B-P News in 1944. Price $4.00—10,000 copies in use. 


BUTANE-PROPANE POWER MANUAL. By Carl 
Abell, Editor of B-P News. The most complete and 
authoritative manual on LPG carburetion. Pub- 
lished in 1952. Price $3.50—5,000 copies in use. 








HEADQUARTERS FOR L.P. GAS INFORMATION SINCE 1931 





involves a common sense approach 
to reaching an understanding: 

1. Accurately determining the ex- 
each function 
For example, 


act costs involved 
of agency operation. 
our agency management wants at all 
times to know how much and what 
proportion of its income is current- 
ly being spent on direct labor, 
overhead, taxes, etc. It wants to 
have this information broken down 
by individual accounts. This system 
serves as an barometer 
which gives adequate warning when 
either side is in danger of “not get- 
ting a fair deal.” 

2. Taking action when the “ba- 
rometer” indicates unbalance. In 
some cases the management can de- 
tect inefficiency in specific opera- 
tions which has contributed to the 
unbalance . . and can take immedi- 
ate steps to correct the situation be- 
fore either client or agency can be 
hurt thereby. 

3. Encouraging a periodic review 
of an account’s cost record in the 
presence of the client. Through this 
procedure the advertiser and agency 
are established on common ground. 
Gone is the ad manager’s general 
lack of knowledge concerning agen- 
cy pricing problems which frequent- 
ly is behind the advertiser’s lack of 
appreciation for the 15% system. 
This cost control system enables the 
advertiser to become familiar with 
the “facts” upon which his agency 
relationship is founded. 


accurate 


From Acorns to Big Clients . . 
Let’s take two theoretical examples. 
Client “A” is invited to sit down 
with the account executive to re- 
view his account. Together they 
see specific evidence that the direct 
labor expended by the agency dur- 
ing the past six months (or any 
specific period of time) is less than 
is justified by the agency’s earnings 
from this account. Together they 
analyze and agree upon additional 
services which the agency could 
render the client to bring the rela- 
tionship in balance. What adver- 
could fail to appreciate this 
From such 


tiser 
spirit of cooperation? 
agency acorns great client relation- 
ships grow. 

When client “B” sits down with 
the account man, perhaps a different 
picture is presented. This time the 
unbalance is against the agency. A 


04 / industrial Marketing 


discussion is therefore in order to 
mutually determine (1) the reason 
for that inequity and (2) suitable 
means for making the proper ad- 
justment. Here the shoe fits either 
foot; the agency may make the ad- 
justment through an improvement 
in his operation or the client agrees 
to a specified retainer fee (tempo- 
rary or permanent as the case may 
be) to cover the difference. Specific 
facts serving as the agents of good 
will cement the bond that always 
develops through understanding. 


The Solution . . Obviously, the 
surest road to common action is un- 
derstanding. When you've laid all 
the cards on the table . . established 
your . and have adhered to 
a rigid interpretation of the estab- 
lished rules, then you’ve constructed 
foundation based on 


terms . 


a permanent 
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facts. Following this course, you 
come to the realization that no hon- 
est man wants to profit through his 
associate’s loss. And you know that 
honest business is the only type of 
business. 

In conclusion, the inevitable ques- 
tion: “Should the 15% commission 
arrangement be saved or abol- 
ished?” I’m inclined to answer from 
my second vantage point in the ad- 
vertising profession: 

“Strip the 15% question of its 
false coat. Concentrate upon mov- 
ing the advertiser closer to his 
agency by means of a positive un- 
derstanding of financial facts. Pin- 
point the agency’s responsibility to 
establish the system which guar- 
antees fair play to all. Use com- 
mon sense in following a one-way 
course charted by specific cost ac- 
counting methods.” fa 
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DRPORAT 


Hillside nb 
of eight 


inquiries 


ulled inquiries well . . and one out 


linies became 


$250 publicity drive pulls 


seven inquiries 


Boosts sales. . 
Adds 200 jobbers. . 
Aids media selection 


® a $250 PUBLICITY CAMPAIGN to 
supplement a small-space advertis- 
ing campaign has pulled an average 


of seven inquiries a day for nearly 


a day for year 


a year for Buchanan Electrical 
Products Corp., Hillside, N. J. 

The publicity campaign, which in- 
troduced a design modification on 
Buchanan’s solderless connectors for 
electrical wiring, also: 

1. Increased sales substantially 
throughout the campaign, and built 
up a backlog of orders. 

continued on page 86 





you name them 


...We have them! 


Name the important men in the Chemical 
and Process Industries—the presidents, vice- 
presidents, general managers... works execu- 
tives, production managers, chief engineers 

. directors of research, directors of plan- 
ning and development . .. chemists and 
chemical engineers. 


Yes, name them . . . and Chemical and Engi- 
neering News has them! 


..- because Chemical and Engi- 
neering News is the one maga- 
DIRECTOR OF RESEARCH zine that brings them complete, 
up-to-date news developments 
in the $85,000,000,000 Chem- 


ical and Process Industries. 


You reach 75,000 important men in these 
industries... important buyers and specifiers 
of the products you sell... at the lowest cost 





per thousand, in 
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An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
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2. Increased the company’s job- 
ber-outlets in the U. S. and Canada 
by 200 in one year. 

3. Set the pattern for the com- 
pany’s current sales and advertising 
program. 

The basic problem was this, James 
O. Johnson, merchandising manager, 
told IM: 

The solderless connectors were 
placed on the market about four 
years ago with only a limited and 
spotty advertising program. A little 
over a year ago a design modifica- 
It was decided that 
the only way to develop a substan- 


tion was made. 


tial number of inquiries and sales 
leads in an extremely diversified 
market would be to supplement a 
limited advertising campaign with 
effective publicity. 

The market for the product in- 
cluded any installations where con- 
nections are made in electrical wir- 
ing, including building construction 
and maintenance of all types of elec- 
trical or electrically operated equip- 
ment. 

To put over the program, a strong 
general interest story was developed 
around the design modification. Re- 
leases were written to interest edi- 
tors of both vertical and horizontal 
publications. 

New product items were pub- 
lished by 105 different business pub- 
lications, and items on new litera- 
ture relating to the product were 
published in 73 business publica- 
tions. 

Four mailings were made over a 
With the pub- 


licity release a return postcard was 


ten-week period. 


enciosed offering electros or photos 
if editors would return the card 
specifying which they wanted. 
This worked. Virtually all pa- 
pers returned the postcards and 
used cuts of the Buchanan product. 
Leading publications in the elec- 
trical-design and construction fields 
were sent the first mailing. Special- 
ty papers were second. Sectional 
papers received the third mailing, 
and export papers the fourth. 
They 


were answered with form letters, 


Inquiries began coming in. 


with two copies to the salesmen in 
the territory where the inquiry orig- 
inated. Salesmen made their re- 
ports of calls on one copy of the 
form letter and 


Buchanan. 


returned it to 
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The company sells exclusively 
through jobbers. Its customers now 
number 2,200 electrical supply job- 
bers, after adding 200 as a result of 
the publicity campaign. Jobbers are 
covered by 32 salesmen in 23 key 
cities throughout the country. 

As a result of the product cam- 
paign, Mr. Johnson made an evalua- 
tion of the drawing power of various 
publications based on inquiries re- 
ceived. He concedes, however, that 
it is difficult to tie down inquiries 
when doing business through dis- 
tributors. During the first six 
months of the campaign, two job- 
bers, in particular, had a substan- 
tial increase in sales, but had only 
six specific inquiries for solderless 
connectors. Many contractors and 
industrial companies ordered from 
jobbers without making inquiries. 


Publicity Aids Media Choice . . 
Following the publicity promotion, 
quarter-page ads were used in pub- 
lications that produced the larger 
number of inquiries, and other frac- 
tional size ads were placed in the 
best of the sectional papers. These 
ads were used for three other prod- 
uct lines as well as for solderless 
connectors, in a total of 49 publica- 
tions. 
Inquiries 


received as result of 


King-Size Doodle Pad 
this 17x2 lesk pad ntair 


ity ol space 


publicity outnumbered advertising 
inquiries two to one. But one or- 
der was received for every five in- 
quiries developed by the advertis- 
ing, and for publicity returns the 
ratio was one order for every eight 
or ten inquiries. 

The total cost of placing the pub- 
licity, including electros, mailings, 
etc., was $250. 

The comp&ny’s present advertising 
is concentrated in 27 publications, all 
of which were selected on the basis 
of returns from the publicity cam- 
paign. Mercready, Handy & Van 
Denburgh, Newark, is the agency 
now handling the account. 

In keeping with his conviction 
that both publicity and advertising 
must be merchandised continually 
to get best results, Mr. Johnson 
sends out daily bulletins to his 
salesmen in the field. The bulletins 
include preprints of new ads, dis- 
counts and price changes, changes 
in shipping policies, news about 
trade shows and exhibits, promotion 
material, new publicity material, 
data on what’s cooking when a new 
ad program is being worked up, 
technical data on products, sales 
ammunition and catalog material. 

These bulletins were started in 
August, 1946 and have never missed 
a day since. 


Shicago, is the agency. 
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Many projectors LOOK somewhat alike, 
in appearance and price—but Viewlex 
has something extra! Rigidly controlled 
standards of QUALITY carried through 
every step of manufacturing assure pro- 
jectors that are trouble free and a 
delight in operation. VIEWLEX QUALITY 
CONTROL is a precious property—it is 
the real reason why Viewlex guaron- 
tees every Viewlex projector for a 


lifetime! 


V-20 -V-22C - v-25¢) 


For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds, V2C—150-watt, V-22C 
—300-watt motor fan cool- 
ed. V-25C—500-watt motor 
fan cooled. 3-5-7-9-11 inch 


VIEWLEX VIEWTALK 


Plays: standard and long- 
playing records, up to 16" 
—two permanent needles 
on twist arm. 33!/3, 45, or 
78 r.p.m. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6" x 9" detachable speaker 
for 500-watt projector. 


{ VIEWMATIC 


Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides. 
Holds 30 slides, changed by 
remote control push-button 
or automatic timer. Runs 
forward or backward at any 
speed. For teachers, lec- 
turers, sales and advertising 
promotions. 


- 


No matter which you use... 
EVERY : 


V-4$ — V-44S 
For single-frame filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled. 
2", 3", 5" and 7" focal- 
length lenses available. 


(vicwuex AP-7CT 


For professional use where 
size of audience demands 
extreme brilliance. For sin- 
gle and double frame, ver- 
tical and horizontal film- 
strips and 2 x 2 and Bantam 
slides. Finest optical system 
ever devised. 750-watt. Mo- 
tor fan cooled. 


STRIP-O-MATIC 


Remote control 35mm film- 
strip advance mechanism. 
Hand-held push-button. Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors (il- 
lustrated here with V-25C). 


“Change-O-Matic” Automatic slide 
changer accommodates paper, glass, 
metal, or tape slides intermixed. 


35-01 QUEENS BOULEVARD 
LONG ISLAND CITY 1, N. Y. 





PRODUCTION'’S AUTOMOTIVE ISSUE 


Mass Production’s Own Magazine 














Automotive America — 


FROM THE EARLY PAGES 
OF A GREAT HISTORY 


Pictorial milestones along the automotive 
industry’s 60 year march toward automa- 
tion head a great array of articles, news, 
pictures, reports, and comment in the com- 
ing Automotive issue of PRODUCTION 
magazine (January, 1954). The motor 
industry is probably America’s most wide- 
ly known exemplification of mass produc- 
tion. Mass production’s own magazine 
sums up automotive 1953 in a way which 
will make the January number closely read 
— and long preserved. 


Advertisers seeking to reach the men who 
plan and manage mass production, will 
find this January number of exceptional 
value. It is especially attractive for its 
deep penetration into production circles of 
the motor industry. 


08 / Industrial Marketing 





PRODUCTION'S AUTOMOTIVE ISSUE 


Mass Production’s Own Magazine 








Automotive America— 
THE LATEST PLANS AND PROGRESS 
TOWARD A GREATER |FUTURE 





\ 


Wire collect for reservations — LAST FORMS CLOSE DEC. 1. 


ROUND TABLE — Tape-recorded discussion, by the leading figures of motor 

mass production. MANUFACTURING DATA — Detailed reporting, illustrated 

with on-the-spot photos, on latest methods and equipment the industry is using 

as it faces competitive 1954. MOTOR NEWS — people and events that make 

today’s automotive news. AUTOMATION — Last minute facts on progress. 
BRAMSON PUBLISHING COMPANY, Box 1, Birmingham, Michigan 

SALES OFFICES: Chicago, Cincinnati, Cleveland, Hartford, Los Angeles, New York 
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sales promotion 


1 salesman in mail piece t 


comment on catalogs 


exhibits / motion pictures 





Towmotor president ‘covers’ 


big territory with mail piece 


® ED SMITH, president, Towmotor 
Corp., Cleveland, has used a direct 
mail piece to accomplish a 19-year 
job in two weeks. 

Because of the nature of Towmo- 
tor products . . fork lift trucks and 
tractors the distance from one 
customer or prospect to another is 
often a matter of many miles. 

Mr. Smith figured that to reach 
customers and prospects in the 
United States, Canada, South Amer- 
ica and foreign countries 
would take about 19 years of travel- 
ing time. So he traveled by mail. 

The mailing piece the company 
used was titled, “Mr. Smith to see 


some 


you, sir,” and was made as much 
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like a personal call as possible. It 
was written entirely in the first per- 
son. The first page features a com- 
posite photograph and line drawing 
which shows Mr. Smith entering a 
typical office with his sales portfolio 
under his left arm and his right 
hand extended in greeting. His per- 
sonal business card is presented in 
the foreground. 

“How do you do, sir . . I'm Ed 
Smith from Towmotor Corporation,” 
is the blurb. The following pages, 
all written in a conversational style, 
constitute the Towmotor sales talk. 
Pictures of Mr. Smith as he tells his 
story are featured throughout. 

The sales presentation ends with 


NY 


ideas 


slide films / sales helps 


a picture of Mr. Smith standing in 
the office doorway, his hand raised 
in farewell. “It’s been nice talking 
to you...” is the caption, with a final 
sales thought. 

Included in the mail piece is a 
card asking for further information 
or for a representative to call. 


Message repeater designed 
to give voice to displays 


A gadget that gives voice to dis- 
plays, whispering a personal mes- 
sage to each customer, is the mes- 
sage repeater recently developed by 
Michigan Electronics, Chicago. 

Called “the machine that talks at 
the sight of a human being,” the 
message repeater is actually a tiny 
tape recorder about the size of a box 
camera. It automatically delivers a 
message whenever a human being 
walks by the machine. A feature of 
tne message repeater is that it re- 
peats the same message without the 
need for rewinding. 

Outdoor 
plugged in for use as a talking win- 
dow display and the gadget also can 
be used to deliver safety or news 


loudspeakers can be 


messages to drivers 
The machine is installed merely 
by plugging in to a light socket. 
(A booklet describing the mes- 
sage repeater in detail is listed in 
“Marketing Aids” in this issue and 
is available on request.) 


Mail piece makes use 
of human curiosity 
E. F. Houghton & Co., Philadel- 


phia manufacturer of hydraulic and 
pneumatic packing, has capitalized 
on your with a “peep 
show” mail piece. 

Cover of the folded mail piece 
looked Jike a board fence with a 
knot-hole and was headlined “peep 


a9 


curiosity 


continued on page 
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6 1 refer to the Directory daily 
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refer to the Directory once 
e Qo more each week 
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refer to the Directory once 
° Qo: more each month 
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refer to the Directory occa- 
1 0 sionally 


. . . taken from letters sent to every 
4th name of the Directory mailing list 


© Complete Indes 








A Proven Sales-Producer ! 


The MACHINE and TOOL BLUE BOOK Directory is the only complete 
buying directory issued for the metalworking industry. It SELLS all year 
because it is USED all year . . . proved by our latest survey among 
BLUE BOOK Directory users. 


82.2% reported the Directory helpful in locating sources of supply. 


73.7% reported the tables, trade associations and other data provided 
in the Directory proved helpful. 


It is handy, easy to use, square back, opens flat. Durable, stiff, lami- 
nated covers withstand constant use the year-round. Compact and 
handy . . . with useful tables and other information . . . it invites constant 


use. This type of information is the ONE SOURCE metalworking execu- 
tives always keep on hand. That's why the Directory should be the 
backbone of YOUR SELLING JOB to the huge metalworking industry. 
Include the Directory in your 1954 sales program. 








MackineardToot BLUE BOOh 


HITCHCOCK PUBLISHING CO. © WHEATON , ILLINOIS 


made actual purchases from 


0 
12 1953 MACHINE and TOOL 
BLUE BOOK DIRECTORY 


By, during first 6 months of 1953 


>| Meat oat ; 
BLUE BOOK 


1954 DIRECTORY 


A wircncoce puasication 












512 Advertisers 


bought 465 pages 
Tt 


1953 DIRECTORY 
2 ISSUE 





a 33 /o 












1954 DIRECTORY 


now in preparation 


‘Dee. 15 
Nov. 10 


28,900 


For Double Selling Power in ‘54 


use the regular monthly issues of MA- 
CHINE and TOOL BLUE BOOK, as well 
as the annual DIRECTORY. This unbeat- 
able combination gives you quick con- 
tacts at low cost. Over 40,000 copies 
mailed every month to metalworking 
executives—95% personalized. 


Distributed 


Closing Date 


Guaranteed 
Distribution 





Circulation verified by Western Union. 


Write for NEW 24-page Data File based 
on NIAA outline. 












show.” On the inside was a square- 
shaped, flat-folded piece of black 
cardboard. 

Opened, the cardboard becomes a 
viewer, with a glass piece labeled 
“Look Here” and a disc labeled 
“Turn Here.” When you turn the 
disc you see five colored pictures 
with Houghton advertising mes- 
sages. 

The gimmick is tied together with 
a short message “Satisfy your 
curiosity by looking into the viewer. 
Satisfy your hydraulic and pneu- 
matic packing requirements by us- 
ing Houghton’s top flight packings, 
free engineering service and _ in- 
creased manufacturing facilities. For 
full information, write” . . followed 
by the company name and address. 


Binding method helps Giddings 


keep booklet up to date 


A way to keep a booklet up to 
date at lower cost has been hit upon 
by Giddings & Lewis Machine Tool 
Co., Fond du Lac, Wis. 


‘ } 


sortment of portable tools 


Traveling Tool Kit . . Black & Decker, T 


n this sliding | 


wagon Accessories are shown < the 


fixed on the asphalt rubber tiled base. A 


The company has just published 
a 48-page booklet on the company, 
for distribution to customers, dis- 
tributors, stockholders and em- 
ployes. But only a third of the orig- 
inal press run was bound. The re- 
mainder is kept in the flat. This 
company to add or 
change pages occasionally . . and 
bind a new supply at much less than 
the cost of printing the booklet over 


permits the 


again. 


Thank-you orchids sent 
to Master Matrix customers 


Master Matrix Service Co., New 
York, acknowledged the role its 
customers had played in the com- 
pany’s success by mailing or de- 
livering to each customer a real 
orchid on the company’s 14th an- 
niversary. 

In the case of male customers, it 
was suggested the orchid go to the 
customer’s favorite girl. 

A neat card with orchid lettering 
accompanied each flower and was 


, salesmen c 


} 
th 
ne 


time-saver 


for salesmen to park near jobber’s establishment 


A t+ 


store socket and demonstrate tools After 
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1emonst! 


headlined, “An orchid for you” with 
an explanatory message. 


eee 
ee. 


faboee 























Merchandiser . 


items from business papers and newspa 


e seven publicity 
juced on this first page of 
publication, which mer 


company’s sales 


Offset monthly merchandises 
industrial publicity for Solar 


A company publication is being 
used exclusively to merchandise 
Solar Aircraft Co.’s newspaper and 
business publication publicity to its 
branch sales managers, department 
heads, foremen . . and top manage- 
ment. 

The job is done through “Solar in 
the News,” a_ four-page offset 
monthly, containing major newspa- 
per and magazine clippings of the 
month describing the Los Angeles 
company’s activities. 

Each issue contains about 25 clip- 
pings selected to show a wide range 
of media newspapers, business 
publications and general magazines. 
Where space permits, the articles 
are completely reproduced; in the 
case of long feature articles, usually 
only the first page is shown. 

The pages are 84x11” and clip- 
pings are reduced about 40%, but 
are still readable. The first page of 
each issue carries a standard head- 
ing in red ink. 


American folklore used to put 
over an anniversary booklet 


Dow Corning Corp., Midland, 
Mich., worked up tie-in between 
continued on page 96 





An “all paid” circulation can- 
not possibly cover ail important 
buying influences in the heating 
and ventilating Markets. 


. . « largely because there are 
always some who are either too 
busy to respond to subscription 
efforts, or inaccessible to sub- 
scription salesmen. 

That's why 


HEATING AND 
VENTILATING 


has adopted the Pinpoint 
Circulation Technique —a@ 
flexible combination of both 
Paid and Controlled copies 


— whereby the impor- 
tant buying influ- 
ences are identified 
and pinpointed in 
the 106 large cen- 

ters of engineering and 
construction activity—then 
immediately covered by 
Controlled copies, if not 
already covered by Paid 
copies. This modern ap- 
proach to verified coverage 
assures all the advantages 
of top-quality circulation 
... carefully molded to fit 
the Markets... without 
waste...without costly 
omissions. 


How H&V's Pinpoint Circulation 
Technique works in your favor is 
explained in our new market anal- 
ysis, “Pinpointed Buying Power”. 
Our representative will gladly 
show it to you at your convenience. 


An Industrial Press Publication 
148 Lafayette St., New York 13, N. Y. 


SO 
Large Building 
Market 


( Advertisement ) 
MARKET FACTS 
2. Plumbing 

The old joke about the plumber 
who forgets his tools has gone the way 
of jokes about Model T's. And about 
time. Today's plumber is an alert, 
efficient craftsman and_ businessman 

. and even the fixtures and appli- 
ances he installs (with the tools he 
no longer forgets) are a far cry from 
those of a few years ago. 

Today's plumbing contractor epit- 
omizes the great change which has 
taken place in his industry in the last 
few years. He is the “end man’”’ rep- 
resenting manufacturers who have 
been responsible for more new prod- 
uct developments in the last decade 
than were introduced in the previous 
half-century. Homes being built to- 
day have new-shape bathtubs, enam- 
eled steel fixtures, automatic dish- 
washers, garbage disposers, kitchen 
cabinets of every description. Offices 
and other big buildings have lavatories 
and toilets with every comfort and 
sanitary convenience, many of which 
were unheard of a few years ago. In 
dustrial plants boast clean, well- 
equipped washrooms, and some even 
have emergency showers in locations 
where dange rous substanc es are han- 
dled. 

This leads us to the second point 
the markets for plumbing equipment 
in the home, and for equipment in 
large buildings, are quite different. A 
heating and jYumbing contractor de- 
signed and installed the systems you 
have in your home, buying necessary 
materials and equipment ‘from his 
wholesaler. | Manufacturer-to-whole- 
saler-to-contractor in the home 
building market the chain of distribu- 
tion is as simple as that. 

In the big building field another 
important man enters the picture. He 
is the consulting enginser, a specialist 
who designs the heating, ventilating, 
air conditioning, piping and plumbing 
systems specifically for each job, and 
then turns the work over to the various 
contractors. Thus, one more link is 
added to the chain in the big building 
field and he is a mighty important 
one. 

If you wish to sell your products to 
the home and small building field, 
HEATING & PLUMBING EQUIPMENT 
News is your paper. To reach the 
men who design and install equipment 
in big buildings, use HEATING AND 
VENTILATING, which covers a field 
much broader than its name implies, 
giving information on plumbing and 
piping, as well as heating, ventilating, 
air conditioning and related services 

And, of course, if your products 
are used in all types of buildings, use 
both papers and cover every part of 
this rich and active market. 


ADVERTISING 
GETS UNUSUALLY HIGH 
READERSHIP 
IN 


HEATING & PLUMBING 


vipmer® Nrus 


— as proved by the amazing 
number of responses: over 
125,000 in twelve months! 





That's one reason 
why HPEN’s 
advertising 


volume, consist- (61 


ently on the 

increase, reached WIS 
this all-time 

record in the 

September Issue. 
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'TWEEN-SIZE TANKS developed by West Coast chem- 
ical shippers solve tough packaging problem —fill the 
gap between 55 gal. drums and tank cars. In cubical 
shapes and cylinders, they range from 300 to 4000 gal. 
capacities —can be shipped by rail, truck or ocean 
transport. Packaging is big business when the CPI is 
your market — just-released study by CW market re- 
searchers shows $1.5 billion for containers and machinery 


MISSISSIPPI! MIRAGE — Rising like a ship above Garden 
Island Bay, La., Freeport Sulphur Co.’s new plant is taking 
shape fast — will push out 500,000 long tons of sulphur 
a year by 1954. Stacks are heat reclaimers for preheating 
the millions of gallons of water required for sulphur 
mining operations. With chemicals output slated for a 75% 
rise by 1960, CPI expansion is going full-blast. 1953 
estimate for new plants and equipment — $6.3 billion. 


Mississipot mirage, tween-size tanks, sad shad, 


SAD SHAD will perk up when New Jersey’s Raritan River Valley gets its new $22.5 million sewer trunk. 
Water-tainting chemicals from plants like this drove the sea-going game fish from these spawning 
grounds but he’ll be back when the long-sought waste disposal system is completed in 1956. It’s more 
evidence of progress in joint efforts of process industries and municipalities to lick the waste problem. 
Of .opportunities too—for equipment makers in the big $18 billion pollution control market. 





ALERT MANAGEMENT looks to Robert A. Fulton (above right) when aerosol insecticides are the problem. He’s head 
man when it comes to self-contained sprays at the U.S. Agriculture Dept.’s Research Center in Beltsville, Md. 
32 million cans of aerosol buzz-bombs topped the list of pressurized products last year and this push button industry 
owes much of its success to Beltsville’s research. “This business moves almost too fast to keep up with,” Fulton 


says, “but CHEemIcAL WEEK hasn’t missed anything . . 


Management keeps informed in the Chemical Process 
Industries . . . on production, new packaging devel- 
opments, pollution control . . . on all factors that 
affect planning in this big and integrated market. It’s 
a lusty, news-making field spawning new products 
endlessly and spending more than $39 billion a year 
for new plant facilities, equipment and raw materials. 
And in this plan-ahead market, wise executives look 
to CHEMICAL WEEK for the clear understanding of 


facts so imperative to sound business judgment. 


. it’s complete, accurate . . 


first rate all the way.” 


Complete, condensed and well-balanced, CHEMICAL 
WEEK penetrates every phase of the vast chemicals 
producing and consuming industries. From raw ma- 
terials to sales... from plant sites to manpower... 
it provides a rapid interchange of ideas and news 
interpretations from the businessman’s viewpoint. 
That’s why CHEMICAL WEEK is an ideal way to take 
your product message to management... it brings 
you elbow-close to the men who mean business. . . 


in process management's own magazine. 


alert management, and... Chemical Week 


in the chemical process industries... it’s management’s own magazine 


A McGRAW-HILL PUBLICATION * ABC*ABP 
McGRAW-HILL BUILDING, NEW YORK 36, N.Y. 











try it! 


Use it wet or dvy 

Bip it in solvents 

0 drinks vp olf ond weter 
Unique surface pattern essures 
meinem cleansing ection. 
Twe ply tor butk and strength 


‘SEND "WS CARD FOR FURTHER INFORMATION 


Industrial Sample . . Mail piece for Scott Paper C 


Sales promotion ideas. . 


feel it! 


© dispesebls wit-perpove wipe: the? 
realty works. Engineered to: the joh by 


Please send me additional literature on 


Contt Industrial Wipers 


name 
Company 


sooner 


s new industrial wipers includes 


sample of wiper inserted under cut-out of hand. 


silicones . . semi-inorganic materials 
developed and produced by Corning 
scientists and engineers . . and the 
tall tales of American frontier days 
to produce an anniversary booklet 
called “Tall Tales and Fabulous 
Facts.” 

Each left page of the 8% x 10” 
booklet is captioned, “‘all Tale,” 
and in a few words repeats a fa- 
miliar legend about characters such 
as Paul Bunyan, Davy Crockett and 
Johnny Appleseed. The facing page 
is headlined “to Fabulous Fact” and 
text describes some phase of sili- 
cones. Doing the impossible is the 
theme that is stressed throughout 
the booklet. 

In all there are 11 “Tall Tales” 
and “Fabulous Facts.” 


Samples, imprinting used 
to push new industrial wipers 


Two companies are challenging 
the long entrenched use of waste 
and wiping cloths in industry. 

The Wipex Co., Toledo, O., has 
entered the field with a 13x19” ab- 
sorbent towel made of cotton and 
plastic. To announce the product, 
Wipex printed an advertising mes- 
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sage on the towel itself, for use as a 
give-away and mail piece. 

Printing information on the prod- 
uct has aroused wide-spread inter- 
est, and as a result the towel may 
be offered to automobile dealers, for 
example, who could imprint their 
names or advertising messages on 
towels given to customers. The 
towels as supplied to industry are 
plain white. 

Wipex Co. is a newly-set up di- 
vision of Toledo Industrial Wipers 
Co. The agency is Toledo Adver- 
tising Agency. 

Meanwhile, Scott Paper Co., 
Chester, O., has developed a paper 
industrial wiper packaged in a box 
similar to that used for Scott cleans- 
ing tissues in the consumer market. 

The product, now being distrib- 
uted on a national basis, features the 
use of two sheets welded together 
for durability. 

A direct mail piece, prepared by 
the company’s agency, J. Walter 
Thompson Co., New York, includes 
a small sample of the white paper 
wiper on which is superimposed a 
black hand. A return card asking 


for literature is part of the mail 


piece. 


Admitting mistake brings 
unexpected profits 


The Perkin-Elmer Corp., Nor- 
walk, Conn., admitted a mistake and 
turned its boner into profit. 

After bidding on a government 
project for optical elements, the 
company received a contract and 
started on the job, turning out a 
number of expensive mirrors. Soon 
the mirrors were returned, with a 
polite note from Uncle Sam sug- 
gesting the company re-read its 
contract. 

The re-reading disclosed that the 
mirrors were covered by a portion 
of the contract not awarded Perkin- 
Elmer. 

The mirrors had practical use, 
however, and the company told its 
mistake, described the mirrors and 
offered them for sale through an 
article in its external publication. 

Results came quickly. Not only 
did the company dispose of the mir- 
rors, but now is considering an ad- 
ditional run to meet the excess de- 
mand. 

Most refreshing of all . . the gov- 
ernment has bought several sets! # 

















Showmanship Touch . . Cover of 
les bulletin used by Allis-Chalmers, Mil 


sdaies f 


> metal de 


waukee, promotes its elect 
tector The inside cover shows a mag 


nifying glass focused on a piece of broken 


metal and is headlined, “. . and here's the 
prit!"’ The Sherlock Holmes figure 
ippears elsewhere in the book, giving 





































Open For Business 


One of the first needs of any company is its stetionery heralding 
the fact that it is “open for business’. From this point on, paper in 
many different forms becomes equally indispensable to the success- 
ful operation of the business. 


Leading makers of stationery and other paper goods, recogniz- 
ing management's important influence in the selection of their 
products, advertise regularly in Business Week to accelerate their 
sales volume. These advertisers know that in Business Week they 
regularly reach a higher concentration of management men, at less 
cost, than in any other general-business or news magazine. 


That is why, during the first 6 months of 1953, 44 advertisers of 
stationery and paper products placed 118 pages in Business Week 
...79 pages more than they placed in any other general-business 
or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 








These Advertisers of Stationery and Paper Goods 
Reach Buyers through Business Week 


Angier Corp. 

Autographic Register Co 

Avery Adhesive Label Corp 

Brown Co 

Champion Paper & Fibre Co 

Columbia Ribbon & Carbon 
Mfg. Co., Inc 

Container Corp. of America 

Dennison Manufacturing Co 

Eastern Corp 

Eureka Specialty Printing Co 

The Federbush Co., Inc 

Fort Howard Paper Co 

Fort Wayne Corrugated 
Pauper Co 

Fox River Paper Corp 

Robert Gair Co., Inc 

Gaylord Container Corp 

Charles R. Hadley & Co 

Hammermill Paper Co 

Hinde & Dauch Paper Co 

Hudson Pulp & Paper Corp 

Johnson & Johnson 
Permacel Tape Corp.) 
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Kalamazoo Label Co. 
Kimberly-Clark Corp 
Marathon Corp. 

The McBee Co 

The Mead Corp 

Mosinee Paper Mills Co 
National Blank Book Co 
Nekoosa- Edwards Paper Co 
Nichols Paper Products Co 
Nox-Rust Chemical Corp 
Parsons Paper Co 
Paterson Parchment Paper Co 
Rhinelander Paper Co 
Scott Paper Co 

Seal & Label Institute 
Standerd Register Co 
Strathmore Paper Co 

U. S. Envelope Co 

Union Bag & Paper Corp 
S. D. Warren Co 

Alfred Allen Watts Cc 

F. S. Webster Co 
Weinman Brothers, Ine 
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Survey Reveals Amazing Proportion of 
Orders Resulting from Inquiries Produced 
by Industry's Buying Guide o 


Conover Mast 


PURCHASING 


DIRECTORY 








The research department of 
CONOVER-MAST PURCHASING 
DIRECTORY recently conducted a 
nation-wide survey to determine the 
proportion of inquiries produced 

by C-MPD which resulted in actual 
orders. Questionnaires were sent to 
1,450 names selected from the 
C-MPD latest inquiry file. 


Here are the Results 


The 817 users who responded to the 
questionnaire reported that of the 
4,541 inquiries which they sent to 
companies listed 1n CONOVER- MAST 
FURCHASING WIRECTORY, 2,575 or- 
The C-MPD representative in your area will gladly give ders were placed. In the case of 


you a more detailed report of this survey, and at the 1,783 of these orders, the amount of 


same time show you how your company, too, can re- I sineas as specified—and it 
ceive orders and buying inquiries through the CONOVER- SUGINEES WAS Speeiicc an 
MAST PURCHASING DIRECTORY. totalled $3,392,187.21. 


WRITE TODAY 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 


Conover-Mast na 
Total Circulation 
Dec. 1952 
THOMAS’ a 21,000 ABC 
737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. REGISTER Dec 195? 
MANUFACTURING CIRCULATION = ALL OTHER 


CONSULT YOUR ADVERTISING AGENCY 





employe communications 


public relations 


MARATHON 
NORTHERN 


Light Touch, Heavy Job .. Cartoon figures were created on co\ 


publication to dramatize merger of Marathon Corp., packaging manufacti 


by Robert Newcomb 
and Marg Sammons 


New Member—New Magnitude 
as Marathon is joined Sy Northern 
with its spacious Green Bay plant 


sompany 


sr, and Northern 


Paper Mills, manufacturer of toilet tissues and paper towels. 


‘Packy’ weds ‘Fluffy’ . . company 
editor dramatizes a merger 


® ONLY A FEW months ago the con- 
solidation of Marathon Corp. and 
Northern Paper Mills made news 
not only in Wisconsin, but in indus- 
trial circles all over the country. 
Each company had approached the 
consolidation with an eye to the 
public’s interest in the event, and 
the informational program  de- 
veloped at Menasha, at Green Bay 
and across the country was sound. 

Employes are very much a part 
of the public, and those who hawk 
their wares from the stalls of com- 
munication generally like to know 
how such things as consolidations 
are managed for the employe group. 
Do they hear of these matters via 
the grapevine, and draw their own 


conclusions? Or do the companies 


involved make it a point to keep the 
working group posted on what’s go- 
ing on? 

Marathon and Northern elected to 
keep employes of both companies 
thoroughly posted. There were, of 
course, the customary news releases 
and in-plant announcements, and 
these kept employes aware of events 
as they took place. But it remained 

. and it still remains . . for the em- 
ploye publication, the principal ave- 
nue of conversation with the work 
force, to tell the detailed story. The 
story is being told, with considerable 
skill, by the new employe paper of 
Marathon. Called “‘Maralog,” the 
magazine recently turned over the 
largest part of one issue to the con- 


solidation. When the employe of 


Industry's relations with 
Employes/ Stockholders 
Distributors/Suppliers 


Neighbors 





either concern was finished with it, 
he not only knew where he stood 
with respect to the merger; he had 
a clear idea of the company’s plan- 
ning for the future. 
Companies do not 
every day of the week, and the 
editor of a publication for employes 
could probably operate for a jour- 
nalistic lifetime without having to 


consolidate 


face the coverage of a consolidation, 
as did Charles Inglis, Marathon’s 
employe communications chief. But 
the organization shifts within com- 
panies are frequent and varied, and 
the informational pattern laid down 
by Mr. Inglis might prove some day 
to be useful to anyone in the com- 
munications craft. Here are some of 
the high points of the special con- 
solidation issue which Editor Inglis 
wrapped together: 

To humanize the activities of the 
company, Mr. Inglis struck upon a 
symbolic figure called “Packy.” This 
is a package-shaped character, and 
his companion for the purposes of 
the consolidation is another char- 
acter, a lamb-like affair known as 
“Fluffy.” The two are introduced 
on the consolidation issue’s front 
cover, and reference is made to them 
from time to time on inside pages. 

Editor Inglis has wasted no time 
in hitting his stride. He has a con- 
solidation to report, facts to relay, 
presumably rumors to stifle. His lead 
editorial is signed by Marathon’s 
president, John Stevens Jr., and it 
is entitled “What the Marathon- 
Northern Consolidation Means.” 
Here, in eight to-the-point para- 
graphs, the president tells the whole 
story of the consolidation, why it 
was done, what is expected to result 
from it, and how the_ individual 
emnloye may expect to fare. 

The opening article, called “New 
Member New Magnitude,” 
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The IRON AGE is a pounding force in the 
mighty ocean of metalworking . . . a force 
for obsolescing old methods and equipment, 
for greater production, for superior materials, 
for better products and a more prosperous 
industry. 


True before World War 1 when metalworking 
was 25 percent of all manufacturing, it is 
more dynamically true today, with metal- 
working mushroomed to almost half of all 
industry . . . $47 billion worth of market, and 
indicating no intention of walking. 


This can have startling profit significance to 
you because it not only means The IRON AGE 
has grown physically — from 19,475 total 
circulation in 1947 to more than 35,000 today 
. . . but that the scope and strength of its 
reader service has grown lustily, too. 


Sit down with your own tape measure and 
take the size of every magazine working this 
market. Inevitably, your perfect fit will be The 
IRON AGE... for plant coverage, buying 
power coverage, editorial content and cover- 
age, readership, advertiser acceptance, cost, 
you-name-it. 


Only The IRON AGE covers metalworking the 
same way you sell — horizontally. As the in- 
dustry widened itself, The IRON AGE went right 
along with it, reaching into the worthwhile 
plants and finding its own natural level with 
the four buying functions — Administration, 
Production, Engineering, Purchasing. 


This is why The IRON AGE has the trimmest 
waste-line of any metalworking magazine you 
can buy ... and why you can buy it at the 
tidiest cost — $11.15 per page per thousand. 








out the entire story. It tells the 
Marathon people all about Northern, 
and the Northern people all about 
Marathon, and it makes a strong 
and believable bid for the loyalty of 
both. 

When consolidations take place, 
company employes want to know 
what the other plant looks like, 
what it does, how it is laid out. The 
second article in the special issue 
shows a map of Northern facilities 
with an accompanying legend. 

Next on the list for coverage is 
products. In an impressive double 
spread, Editor Inglis shows the 
product line of both concerns, shows 
how they tie in. The employe, read- 
ing the article, sees where the prod- 
uct line of each group has been en- 
larged, and is able to adjust his 
sights to a broader marketing pic- 
ture. Under ordinary conditions, 
employe groups are victims of hear- 
say insofar as adjustments to prod- 
ucts are concerned. If they hear 
anything about the changes, they’re 
just plain lucky. 

Thus, for the major sections of his 
special issue, Editor Inglis has high- 
lighted the consolidation. At this 
point he shifts to general informa- 
tion about the organization of in- 
terest to both groups. He gives 
readers a clear, pictorial notion of 
how the new Marathon 
farm operates, to bring Marathon 


research 


employes up to date, and to let their 
new brothers in Northern Paper 
know about it. 

The editor continues an operations 
series of articles on how pulp is 
made, in which two pages are given 
over to step-by-step views of pulp 
manufacture. The narration is pre- 
sented in “Packy’s” language, so 
that the front cover figure is brought 
back into the magazine. A page is 
devoted to contract negotiations, and 
there are several pictures of com- 
pany and union bargaining person- 
nel in action 

The communications people who 
insist upon rather than 
written communication have many 
strong points in their favor. But 
you can’t talk consolidation, or any 
other topic as close and vital to the 


personal 


interests of employes, and have it 
understood in the same way by any 
two people. To pass over the details 

. as some companies are inclined to 
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do, on the theory that such matters 
do not interest employes. . is risky. 

The best procedure, with news 
that has a common interest for em- 
ployes and for the members of the 
community, is to get it to employes 
first, verbally through supervision; 
then to back it up with the printed 
information that reaches into the 
home. This informational drive can 
be coordinated with the campaign 


in the community, but the employe 
group should have it first. They are 
the best ambassadors, and if they 
get it first and get it straight, they 
will help engineer it into the com- 
munity by word of mouth. That 
advance word, spread by employes 
informed and presumably sympa- 
thetic, illuminates and_ supports 
what the company thereafter says 
in print. ® 





Communications man of the month. . 


He's a one-man, community good will 


movement .. and a very busy person 


Lou Hesse . . Keystone Steel & Wire Co. 


® IN THE BOOK of Lou Hesse, direc- 
tor of community relations at Key- 
stone Steel & Wire Co. in Peoria, 
Ill., activity in community affairs 
may be broken down into three 
participation, leadership 
and finally, origination, 
stimulation and counsel. In short, 
if you’re going to be in community 
relations for a company, don’t loiter 
on the banks of indecision. Jump 
in and start swimming. 

Hesse is a one-man community 
good will movement. He is now 
serving his third year as head of 
the community center dedicated to 
education and recreation. He is 
president of the Peoria Advertising 
& Selling club, which works in tan- 
dem with such community enter- 
prises as the Boy Scout 
Easter Seal sale and Junior 


phases 
project 


circus, 


Achievement week. Last year he 
counseled Kiwanis in its get-out- 
the-vote drive and helped prepare 
programs for industrial leaders. He 
works ceaselessly on Business-In- 
dustry-Education days, and _ has 
sparked field trips for school chil- 
dren to industrial plants. His com- 
pany has prepared a 16mm sound 
film showing the techniques of this 
form of communication, and will 
make it available this fall for school 
and public showing. 
Keystone’s community 
specialist has helped make the sec- 
tion aware of the value and signifi- 
cance of long service. Keystone’s 
25-year club is recognized through- 
out the midwest, because Hesse 
continues to direct attention to the 
group’s activities. New members’ 
names and pictures are posted not 
only in the plant but on the bulletin 
board viewed by the public, and 
carried in the newspaper and on the 
air. He handles visits to his com- 
pany’s mill, and the tours are known 
as among the best in the steel in- 
dustry. Indoctrination materials, in- 
cluding the employe handbook, are 
part of his work, and he edits the 
employe journal. What happens to 
employes, Hesse reasons, is more 
often than not of interest to the 
community; you've simply got to 
tell the community about it. The 
Baedeker of the industry .. the 
magazine “Steelways” recently 
saluted Kevstone for being a good 
neishbor. Thanks to sound practices 
and Lou Hesse, Peoria already knew 
how good a neighbor it is. ® 


relations 
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make 
® In aviation, only American Avia- 
tion combines the proof of readership 
of A. B. C. paid circulation with the 
completeness of coverage of C. C. A. 
audited controlled circulation. 
For the TOP of your media list, the 


most powerful circulation audience in 
the aviation world: 





CLASSIC ATION BY SUSHEESS 
& moustTey 





1, MANUFACTURERS 
A. Aircraft 
8 Aircraft Engines 
C. Aircraft & Engine Parts & Accesories 
D. Airport & Ground Equipment 
E. Material & Supplies 


AIR CARRIERS 

A. U. S. Certificated Air Transport Companies 
8. U.S. Registered Cerge & irregular Carriers 
C. Foreign 

TERMINAL AIRPOKTS. 


. Nenterminal Airports, Fined Bese Operators, Declers 
& Distributors, Contrect & Miscellaneous Flight 
Services & Flight & Ground Schools, Except Students ; 
GOVERNMENT Chart at left shows classi- 


A. U.S. Federal ~ fication and breakdowns 
1. Military (Civiliens} so] are 
Ae aa Roemer * é from CCA statement of 
tate, County & Munici i, . ° 
C. Fersign, Maitery & Civd 2 May 1953, including both 
TOTAL OF CLASSIFICATIONS | they § wis | 0673 paid and directed circu- 
PRIVATE & INDUSTRIAL PLANE OWNERS a ; 
oe ~ 11, TRADE ASSOCIATIONS, PROFESSIONAL lation. 


























CONSULTANTS 
EDUCATIONAL INSTITUTIONS, LIBRARIES 
STUDENTS 


BANKS, INVESTMENT HOUSES. INSURANCE 
COMPANIES & STATISTICAL SERVICES 

















SOCIETIES, CLUBS, PUBLISHERS & ATTORNEYS 
12. AIR SHIPPING & TRAVEL SERVICES 


13. U.S. ARMED SERVICES 
A. Comminioned Officers 
8. Enlisted Personnel 
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Second in a series of four articles 
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on techniques of catalog production 
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your industrial catalog 


Part 2: 


Discuss it at the start with every executive .. and save money 


By Richard A. Falk Chief Consultar 


® THE MOST IMPORTANT element in 
an industrial catalog is neither elab- 
orate format nor persuasive sales 
talk. It is ease of using. 

A really well-designed catalog 
gives buyers all the essential infor- 
mation about the products it de- 
scribes, in such a way that they can 
find everything they need to know 
with a minimum of confusion and 
effort. An incomplete or poorly- 
arranged catalog will drive custom- 
ers away, no matter how handsome 
it may be. 

For this reason careful advance 
planning is fully as important as 
costly artwork and fine printing in 
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the design of an effective catalog. 
This planning and data gathering 
should follow two distinct lines: a 
general company analysis and a 
specific product analysis. 


Company Analysis . . In order to 
be fully equipped to produce a well- 
integrated and informative catalog, 
those working on its design must 
have a complete knowledge of the 
background, organization and oper- 
ations of the company manufactur- 
ing the product. Not all this in- 
formation will be used in the cata- 
log, but without full knowledge of 
the whole scope of the company’s 


ANALYSIS 


a 


HETA/ 


operations, some basic aspect of the 
product’s merits may be missed. 

This company analysis is impor- 
tant whether the catalog is being 
produced by full-time employes of 
the company, or by outside special- 
ists. It is amazing how many phases 
of a company’s operations, or of its 
basic policies, may turn out to be 
“news” to the employe who starts 
digging out the facts for catalog 
production. 

The major elements of informa- 
tion to be obtained are outlined be- 
low. The list is not, of course, all- 
inclusive, nor need every item on it 
be obtained for every type of prod- 
uct. Each company and each prod- 
uct are individual problems, and 
should be treated as such. 

The cata- 
log should be discussed at the very 
start with every person in the or- 
ganization who will have any say in 
its final approval. This will not 
only provide invaluable data for the 
catalog, but it will also make it 
possible to clear the road for the 
production of a good catalog with- 
out constant interference and objec- 
tions from parts of management that 


Organizational set-up: 





were not informed about the proj- 
ect. 

More time, money and effort have 
been wasted in the past as a result 
of neglecting this point than any 
other in the whole catalog planning 
process. Particularly if the new 
catalog represents a departure from 
the past the understanding and ap- 
proval of everyone who could pos- 
sibly have a veto over the final doc- 
ument must be obtained. 

It is often advisable to arrange 
a meeting of these key people be- 
fore any designing is started. At 
this meeting the principles of good 
catalog design could be discussed, 
with copies of modern informative 
catalogs (preferably from competi- 
tors, customers or suppliers, if 
available) serving as examples. 
Criticisms and questions from per- 
sons present at the meeting will 
guide the design group away from 
danger spots and thus make its task 
both easier and more effective. No 
attempt should be made to spell out 
at this time what the new catalogs 
will look like, or even what they 
will or will not contain. 

History: Some attention should 
be given to the company’s history. 
Worthwhile data on its pioneering 
efforts, its developmental activities, 
its creation of new products, its es- 
tablishment of new standards, and 
other material that will give color 
to the catalog, might develop from 
this study. In not a few instances, 
a company’s historical achievements 
have provided some of the most 


persuasive material in its catalogs. 

Research: The company’s re- 
search facilities should be examined 
with care, because valuable infor- 
mation about the product and the 
company can often be obtained from 
the men in charge and because the 
research work itself may constitute 
an important aspect of the product 
information. A firm engaged in 
manufacturing protective finishes, 
for example, may have as one of its 
most valuable services a research 
department that can help solve 
specific buyer problems. Such a 
department may well turn out to be 
a major element in the catalog. 

Manufacturing facilities: Practi- 
cal knowledge, preferably gained at 
first hand, on how a product is man- 
ufactured will always help the de- 
sign group in setting forth its mer- 
its. Furthermore, certain aspects of 
the process, such as quality control, 
may prove to be valuable catalog 
material, as may the different fa- 
cilities that are available at various 
branch plants. 

Products: All the products the 
company makes, and not just those 
being included in a specific catalog, 
should be considered. Since one of 
the important principles of modern 
catalog design is product specializa- 
tion, this study is likely to take the 
form of classifying various products 
by types and uses . . an important 
problem when the company has a 
long and diverse line. 

U. S. Gypsum Co. provides a good 
example of what this means. In 
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laying out its catalog program, the 
company prepared one catalog con- 
taining plastering materials only, 
including various types of lath. An 
entirely different catalog is devoted 
to finished wallboards made out of 
gypsum, and still another to the 
company’s wood-pulp _ insulating 
wallboard. The user who is inter- 
ested in plaster is not going to want 
to look at finished wallboards, and 
the product-specialized catalog 
saves him the trouble and the com- 
pany considerable money _ that 
might otherwise be spent on un- 
necessary information for this par- 
ticular user. 

Markets: It seems almost unnec- 
sary to remind catalog planners that 
a thorough knowledge of industrial 
marketing, and of the company’s 
markets in particular, is essential. 
Yet it is surprising how often one 
market may require certain types 
of information that would be useless 
in another market, or how one as- 
pect of a product’s functions may 
be important to Market A and rela- 
tively meaningless in Market B. 

More often than one might think, 
it is definitely worth while, from a 
sales standpoint, to produce two or 
more market-specialized catalogs 
for the same product, so that the 
particular advantages of the prod- 
uct for a specialized market or use 
can be told most effectively. 

For example, a plastics manufac- 
turer, selling to both the product en- 
gineering and the construction field 
might very well have one catalog 
for product designers and one for 
architects. The two groups have 
different interests in plastics appli- 
cations, performance and range of 
use. 

Whether a special catalog ad- 
dressed to a market 
should be produced is a decision 


continued on page 106 


secondary 


October 1953 /109 





typical articles from 
Railway Age 


(RRA A LE RAS 
How Traffic Analysis Helped Erie 
Reduce Its Passenger Deficit 


Freight Rates: What Are They? 








New C of Ga. Nitrate Warehouse 
Fire-Resistant and Efficient 





Railroad Buying Continues Steady 





New Haven Diner Has Open Kitchen 





B & O Magazine Offers “Human 
Interest’ 

General Railway Signal Company’s 
Automatic Electronic Retarder Con- 
trol 








Microwave to Control C.T.C. 





How Santa Fe Reduces Hot Boxes 


Burlington Trucking Subsidiary Gets 
Modern Freighthouse and Garage 








Milwaukee Rebuilds Old Electrics 





A Reader Says What Can Railroads 
Sell But Service? 





RSMA Track Exhibit Drew Large 
Crowds 





High Spots of the A.A.R. Mechanical 
Division Meeting 





Rainie of B. & M. Heads P. & S. 





Cars May Soon Float on Air 





To Increase Passenger Business Rail- 
roads Encourage Camera Fans 





T & P Builds “Model” Wheel Shop 





Railroad Public Relations Assecia- 
tion Holds Its First Meeting 





Frisco Improves 600 Box Cars 





Operations Research Can Find Effi- 
cient Yard Capacity 





“Piggy Backs’’— Good or Bad 





Locomotive Service Becoming Safer 





How REA Finds Executive Talent 
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S.A.L. Adapts C.T.C. to 10 Trains 


Coal-Burning Turbine Progress 





Agents for Graduated L.C.L. Rates 





What to do About Safety and the 
New Man 


Missouri Pacific Builds Coal Trans- 
fer on Mississippi 





School For Agents on T & NO 





Dome Cars — and How to Use Them 


How D&RGW Uses Cost Controls 





Air Blows Snow From Switches 


Backstopping Soo Line Sales Force 





Drastic Operational Reforms for 
1.C.C. 





$6 Million S.P. Yard at Houston 





Nearing Completion at Toronto, 
Canada’s First Subway 





On with the New Tickets 





What's Ahead in Equipment? 





Rates That Produce Profits 


New Equipment and Methods for 
Reducing ‘Head End” Losses 








What's Ahead for Railway Express? 





11 Railroad Officers at Harvard 





Loss and Damage Can Be Reduced 





New Bessemer Ore Cars Are Short 





What Are The Causes of Hot Boxes? 





With High-Speed Trucks Dressed- 
Beef Damage Reduced 





B & O Employees Like Annuity Plan 





Progress in Timber Treatment 


What Diesels Mean to Railroads 





How X-3 Car Wheels Are Made 


Hot-Box Research Results in The 
lron-Back Journal Bearing 








Diesel Cars Opening New Era 





Diesel Power for Victorian Railways 





Toward The Automatic Railroad 


Frisco ‘“Word-Subject” Filing System 








Tank Car Time Out Cut 16 to 1 





Developing Accounting Officers on 
c&o 





Western Pacific's 50th Birthday 





Big Plans For Fixed Properties in 
1953 





GN Tackles ‘“Head-End” Delays 





How to Speed Revenue Prorating 





Wheel Checker on RF&P Gets Results 





How The Southern Pacific Uses 
Train-Wayside Radio 








railway management 
depends on Railway Age 


for news 


RaiLway AGE is the only railway business publica- 
tion that covers the news of the industry weekly. Its 
news pages keep railway men informed of develop- 
ments in both the business and engineering sides of 
railroading. It reports Washington news, traffic, 
financial, operating and other vital railway news. 


for business methods, trends 


RAILWay AGE stands alone in its editorial attention 
to the vital business side of railroading. It covers the 
major problems of effective management and opera- 
tion, including traffic, development, customer rela- 
tions, office procedures, purchases, finance, personnel 


and public relations. 


Railway Age is 
part of the 
business of railroading 





for new developments 


RaiLway AGE reports the developments in the engi- 
neering phases of railroading from the management 
and business viewpoint. Departmental activities deal- 
ing with cars, locomotives, roadway, tracks, struc- 
tures, signaling and communications are reported in 
both features and news articles. 


advertisers depend on 
Railway Age, too 


Because RAILWay AGE is seen and read by every 
railway man whose position gives him a business re- 
sponsibility in railroading, advertisers find this an 
ideal medium for reaching railway management. In 
the first eight months of 1953, for instance, RAILWAY 
AGE (including June convention daily issues ) carried 
77% more pages of advertising than any other rail- 
way publication. 


headquarters for Railway Marketing information 


SIMMONS-BOARDMAN PUBLICATIONS “iat 


New York 7, 30 Church Street * Chicago 3, 79 West Monroe Street * Cleveland 13, Terminal Tower 
RAILWAY AGE +» RAILWAY LOCOMOTIVES & CARS + RAILWAY TRACK & STRUCTURES + RAILWAY SIGNALING & COMMUNICATIONS 
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that should not be made lightly. 
Not only actual, but potential sales 
of the product in that market should 
be considered. 

It is extremely important, when 
making market analyses for catalog 
purposes, never to make easy as- 
sumptions, take things for granted, 
or follow in well-worn ruts. For 
the long-term health of the com- 
pany, one should examine and re- 
examine the market situation, make 
continuous experimental break - 
downs of catalog types, recommend 
market surveys to obtain important 
facts that are missing, and analyze 
the product frequently to see if it 
may not be useful in markets which 
it has not yet entered. 

Competition: The selling strategy 
of competitors, and in particular 
their catalogs should be studied. 
This often will help the design 
group to decide what not to do, 
since every effort will naturally be 
made to avoid doing the same thing 
that a competing manufacturer has 
already done. 

But in producing catalogs, as in 
all other competitive problems, 
nothing ought to be done or left un- 
done merely because a competitor 
does or does not do it. What makes 
sense for your own company ought 
to be the final criterion. 

Advertising: The industrial cata- 
log that does not in some way tie 
in with the company’s advertising 
will not perform at maximum effec- 
tiveness, for it will be passing up all 
of the recognition value the adver- 
tising has created by keeping the 
company’s name constantly before 
its buyers. 

Whether the advertising is cou- 
poned to bring in catalog requests, 
or whether it is institutional and 
non-specific, it unquestionably will 
have elements that can be repeated 
or referred to in the catalogs. The 
simplest transfer of recognition from 
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advertising to catalog is through 
repetition of trade-marks and slo- 
gans, but there are other methods 
of coordinating the two, and these 
no doubt will occur to the design 
group as the advertising is analyzed 
In turn, the catalog itself may sug- 
gest some valuable new approaches 
to the product that can be used in 
advertising; this is a two-way street 
for workable ideas. 

Personal selling: The industrial 
catalog that does not tie in with 
the direct sales operations of the 
company is to all intents and pur- 
poses a failure. Particularly when 
the catalog is meant to encourage 
requests for sales calls, it must be 
closely coordinated with sales ac- 
tivities and sales department phi- 
losophy. 

And even in the case of catalogs 
which are not specifically intended 
to encourage sales calls, the catalog 
planner should be careful to see 
that they do nothing to make it dif- 
ficult for the salesman or the dis- 
tributor. Actually, no catalog is 
really successful unless it is as use- 
ful to the company’s salesmen in 
simplifying their job as it is to buy- 
ers in obtaining specific product in- 
formation. 

Distribution: The last important 
aspects of a company’s operations 
that the design group should study 
are sales and distribution. Ques- 
tions such as the following should 
be answered fully: 

What discounts are given for 
quantity purchases? For prompt 
payment? Are there regional dif- 
ferences in price? Are there re- 
strictions on shipping the product 
because of certain of its character- 
istics, such as flammability? Is 
price f.o.b., and if not how is it 
figured? Are returnable containers 
used, or is the product shipped in 
disposable containers? Naturally, 
neither price nor shipping data will 
appear in full in the catalog, but the 
group should have that information 
so it can develop a complete picture 
of the operation. 


Product Analysis . . The main 
content of any industrial catalog 
is, of course, information about a 
product or series of products. The 
types of information required will 
differ with different products and 
markets, and also, to a lesser extent, 


HISTORY 


with different product types. There 
are three major product types 
among which there are important 
differences in information. (1) ma- 
terials; (2) equipment; and (3) 
services. 

Sweet's Catalog Service has de- 
veloped a series of “Checklists of 
Catalog Information” . . one on each 
of these three product categories, 
plus one on the manufacturer. The 
checklists spell out in detail every 
kind of fact about each class of 
product which the design group 
should obtain. They are too lengthy 
to be reproduced in full, but copies 
may be obtained from Sweet’s on 
request. 

In brief, these checklists break 
down the information needed for 
each class of product into six main 
groups: classification, forms, char- 
acteristics, performance, use and 
purchase. 

Classification of Product includes 
information about product kind and 
purpose; types, grades, models; 
trade names and trademarks; prod- 
uct history; codes and standards; 
advantages; uses; limitations. These 
types of data are available for all 
three classes of product. 

Forms of product include various 
depending on the class. 
For example, composition and 
chemical analysis are important 
with materials; structural or me- 
chanical principles with equipment; 
and activities included in the serv- 
ice with services. Shapes, sizes, 
colors, patterns, odor or taste ef- 
fects, and processes of manufacture 
apply to both materials and equip- 
ment. Factors such as mechanical 
operations involved and types of 
equipment used apply only to serv- 


aspects, 


ices. 

Characteristics of product apply 
only to materials, including those 
used in making various types of 
equipment, of course. These char- 
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Now... you can make 3 copies of a letter in 1 minute 
on ordinary paper with the 


KODAK VERIFAX 
PRINTER 


Here’s the sensational new develop- 
ment of the Eastman Kodak Company 
which enables you to reproduce your 
letters, charts, and other records on 
ordinary paper instead of on specially 
treated papers. And you can make 3 
of these photo-exact copies — instead 
of 1—from each sheet of Verifax 
Matrix Paper. 

The only equipment needed is the 
compact Verifax Printer shown here. 
It’s designed for every office... and 
priced for every office—only $240. 
And it quickly pays for itself by copy- 
ing your records faster, easier, more 
economically, 


SEND FOR FREE 
BOOKLET 


Faster because... in just one minute 
you can get 3 legible black-on-white 
copies of any letter, chart, report, file 
card, or other office-size paper. Even 
the pages of a magazine or book can 
be copied. Think how this will enable 
you to dispatch information immedi- 
ately ...the hours of costly retyping 
it will eliminate. 


Verifax copying saves wherever there’s paperwork 


Easier because .. . anyone can learn 
to make Verifax copies in less than 
5 minutes. All you need is a Verifax 
Printer. Simply expose letter with a 
sheet of Verifax Matrix Paper. Then 
insert matrix into activator and with- 
draw with a sheet of ordinary paper. 
There’s copy No. 1. For additional 
copies, merely repeat last step. 


Costs less because... you make your 
copies on ordinary paper... using onty 
one sheet of matrix paper. Thus, you'll 
get 3 copies for less than four cents 
apiece. And think of this—you can 
place your Verifax Printer where the 
paper work is heaviest... make your 
copies under present room lighting 
immediately as needed. 


Price quoted is 
subject to change 
without notice 


EASTMAN KODAK COMPANY, Industrial Photographic Division, Rochester 4, New York 


Name 


Gentlemen: Please send free Verifax booklet and names of near-by Verifax dealers 
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COMPARE ABC 
ROCK 


....lfhe First Publication in The 


in AVERAGE TOTAL PAID 
CIRCULATION... . 17,073" 
in RENEWAL PERCENTAGE 


84.30%" 


*See ABC Statement: 6 Months Ending 6-30-53 


CONSULT YOUR ABC STATEMENT for the full story of ROCK 
PRODUCTS!’ circulation in this primary market! 


ROCK PRODUCTS IS THE ONLY ALL-PAID ABC PUBLICATION 


The Only All-Paid ABC Poblicaton 


Serving The Primary Non-Metallic 


ROCK | oo“ 


Cement... Aggregates... Lime...Gypsum... 

PRO DUC J S Ready Mixed Concrete, Concrete Products 
and all other non-metallic materials 

a 
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STATEMENTS! 
PRODUCTS... 


Non-Metallic Minerals Industry! 


in PAGES of ADVERTISING 
GAINED IN ‘53 
in RECOGNITION 

AS EDITORIAL AUTHORITY 


(Most Read —Most Quoted) 


COMPARE ROCK PRODUCTS’ ABC statement 
with that of any other publication in the field! 


IN THE INDUSTRY 


ROCK PRODUCTS 309 WEST JACKSON BLVD.- CHICAGO 6, ILLINOIS 


NEW YORK CLEVELAND CHICAGO SAN FRANCISCO LOS ANGELES 
sto 


AY \%, 
:(): A Maclean-Hunter Publication App 
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acteristics are: mechanical and 
toxic properties, and properties rel- 
ative to various substances, sound, 
vibration, electricity, fire and heat, 
visible light, and short and long 
wave radiations. 
Performance of product cannot 
apply to a service, since, in the 
sense the term is used here, once 
a service is performed it is over and 
done with, unlike materials and 
pieces of equipment that continue 
to perform till worn out. Items 
such as changes in density, shape, 
size and weight concern materials; 
items such as rated capacity and 
incidental operating effects concern 
types of equipment; and items such 
as the way products are affected by 
various. substances, vibrations, 
sound, electricity, temperature 
changes, visible and invisible radia- 
tions, living organisms, and work- 
ing conditions or environments, 
concern both materials and equip- 
ment, as does probable useful life. 
Use of product applies to all ma- 
terials, types of equipment, and 
services in greater or lesser degree. 
Aspects such as shipping and stor- 
age provisions, sampling and in- 
specting, maintenance and repair- 
ing, and economies resulting from 
use apply to materials and equip- 
Methods of installation and 
equipment; 


ment. 
operation apply to 
methods of working, processing or 
installing apply to materials. For 
services, the data on use include 
standards of operation, effects of 
service on materials and types of 
equipment, and provisions that may 
be necessary for operating the serv- 
ice, such as safety measures. Econ- 
omies resulting from use also are 
important information factors in the 
case of services. 

Purchase of product includes a 
wide array of data covering all 
three types of product, as for ex- 
ample where demonstrations, mod- 
els, displays or installations can be 
seen; what references and endorse- 
ments are available; what tests have 
been made; what guarantees are 
provided; what other services or 
accessories are included; where ad- 
ditional buying information can be 
obtained and sales representatives 
be reached; what information is 
needed for the producer’s estimate; 
and routine items such as cost data, 
conditions of sale and standard buy- 
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ing specifications. Important for 
materials and equipment but not 
information on 


whether the product is carried in 


for services is 
stock or made to order, and, if 
stocked, where. 

If whoever is producing the cata- 
log or catalogs expects it to work 
effectively, he must have at his fin- 
gertips all of the product data in- 
dicated above, and not just some 
of it. Not everything will be in- 
cluded in the catalogs, of course; 
but even so the whole mass of facts 
is important for the designers, since 
they will not be able to avoid mak- 
ing mistakes unless they have the 
complete picture. 


Preliminary Data Analysis . . 
Before actual work on the catalog 
itself can at last be started, certain 
basic decisions should be made as 
a result of the study and collection 
of data. 

The first is to decide, at least ten- 
tatively, whether one catalog is ade- 
quate, or whether there should be 
market-specialized 


two or more 


catalogs. If the latter, how many 
will be needed for effective cover- 
age? The answer to this should be 
inherent in the information that has 
been gathered about the company, 
its products and its markets. If it 
is not, it is possible that a special 
market survey should be made to 
ascertain the number of catalogs 
required. 

The second decision to be made 
is which products (if there are more 
than one) should be included in 
each catalog. In many instances the 
same products will be listed in dif- 
ferent catalogs, since they have dif- 
ferent uses in separate markets. 
Likewise, more than one product 
often will be described in a single 
catalog, if they are useful to buyers 
in that market. 

The third decision concerns which 
facts on each product should be in- 


cluded in the catalog and which 
should be eliminated as unneces- 
sary. The inclusion of information 
about a material’s value as a wall 
covering in a catalog directed to 
makers of table tops would be a 
waste of money and would also 
weaken the impact of the catalog 
on the user. Perhaps final decisions 
on this point cannot be made at this 
stage, but preliminary dispositions 
of the data can be attempted, if 
only to establish a working order 
from which the actual design can 
start. 


What's the Sequence? .. The 
final and most complicated decision 
to begin working out at this stage 
is what actually is the functional 
sequence of the information to go 
in each catalog. What should come 
first: Should the product or the 
company get first play? How should 
products be arranged when more 
than one are included? 

In order to answer these questions 
intelligently, the design group will 
have to discuss them with the sales, 
research and depart- 
ments and, if necessary, with some 
of the company’s customers. 

It is hardly possible to foresee 
all the variations in catalog se- 
quence types, but a few examples of 
the more common situations will at 
least indicate the nature of the 
problem. 


production 


General Electric’s catalog on sili- 
cones, designed for product engi- 
neers, is a good example of a new 
product put out by an established 
compary. The silicones’ properties 
are not necessarily well known to 
all technicians. Consequently, this 
catalog starts off with four pages on 
their general properties, before tell- 
ing in what fields they are useful 
or in what forms they are available. 
The company itself is merely indi- 
cated as the manufacturer; there is 
no specific company promotion. 

Only after this elementary data 
on properties has been presented 
does the catalog reveal that the 
silicones are available in rubbers, 
resins, fluids, adhesives, and the 
famous “bouncing putty.” 

The new Revere catalog on alu- 
minum, on the other hand, begins 
with some strong institutional copy 
on the company. 
of course, but is new in an old prod- 
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‘From Conception fo Completion, 
i Engineore Control Conetruetion ! 


Says Ross White, M.ASCE, Vice President, 
Brown & Root, Inc., Houston, Texas 


“In our organization, engineers are the 
mainspring of the large and varied con- 
struction projects on which we are at work 
throughout the world. As planners, super- 
visors and contractor executives, Civil 
Engineers enter into every phase of spec- 
ification and purchase of materials and 
equipment. Today, it is difficult to find a 
large construction organization not staffed 
with engineers on an executive level.” 


Only CIVIL ENGINEERING alone 


can sell 37,000 civil engineers. 


Here's why: 


§§ CIVIL ENGINEERING is the only national periodical pub- 
lished exclusively for Civil Engineers. 


90% of CIVIL ENGINEERING’s 37,000 readers have met 
the rigid education and experience requirements for mem- 
bership in the American Society of Civil Engineers. 


By CIVIL ENGINEERING’s authoritative editorial content is 
written by top-flight engineers actively engaged in important 
projects. 


—§ High reader interest produces results—36,715 inquiries from 
one issue alone. 


Advertisers pleased—91% of 1952’s advertisers were back 
again in 1953. 


For the lowest rate-per-thousand among national construction 
periodicals, CIVIL ENGINEERING provides a direct selling link 
to 37,000 active Civil Engineers, key men in planning, supervisory, 
and purchase control capacities. No other magazine, or combina- 
tion of magazines, will reach them all. 


New NIAA Outline 
Just Published! 


Your free copy 
will be sent immediately. 
Tells all about 
Civil Engineering’s circulation, 
markets, editorial, rates. 


Write or phone today. 
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¢ Engineers are educated to specify and buy. 
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‘| \The Magazine of Engineered Construction 
in ¥ Published by 
The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 
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May Cogt You The Sale 


The fact that your salesman has called upon, and “sold,” 
Mr. Smith, Mr. Green and Mr. Brown is no guarantee that 
he’ll get the order . . . for he may have missed Mr. Jones. 


The point is that your salesman can’t always reach all the 
men who may have an influence in the purchase of your 
product. 

Today, selling is tough... plants are bigger . . . buying influ- 
ences are more numerous and harder to contact. But it’s also 
true that as industry grows and competition becomes more 
intense, business men realize that they must find ways to speed 
production and cut costs. And in their search for ideas, prod- 
ucts and services to fill their needs, these executives are influ- 
enced by what they read in the editorial and advertising pages 


of their business publications. 


Business Publication Advertising has become as essential to 
selling as modern machines are to production. Because it 
multiplies individual effort we call it “Mechanized Selling.” 
It is a high speed, low cost method of locating, contacting and 
conditioning prospects. It enables your salesman to concen- 
trate his skill on the important job of getting the order. 

For more information about how Business Publication 
Advertising can build sales and cut selling costs, ask your 
McGraw-Hill man for a copy of our 20-page booklet, “‘Mech- 


anizing Your Sales with Business Paper Advertising.” 


Me aa 


cl 


McGRAW-HILL PUBLISHING COMPANY, INC. 
AbD 330 WEST 42nd STREET, NEW YORK 36, N. Y. ® 


HEADQUARTERS FOR BUSINESS (INFORMATION 








NEW MECHANIZED 
SELLING FILM 
NOW AVAILABLE 


We have just produced a 
35mm. sound-slide film en- 
titled, ‘‘Plateau of Progress.”’ 
This film presents the applica- 
tion of mechanization to sell- 
ing ... shows the job that ad- 
vertising can do in the kind of 
economy we’re living in today. 


Pla reat be 
glee Progres 
" i of UES Sas 


m\ 


The film fits ideally into 
conferences, sales meetings, 
sales training courses, adver- 
tising presentations and other 
gatherings where business pro- 
motion is the theme. 

This new film, and our 
earlier film ‘‘Mechanization... 
Blueprint for Profits,” are 
available at all McGraw-Hill 
district offices. For further in- 
formation, ask your McGraw- 
Hill man or write Company 
Promotion Department. 
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uct, aluminum. Therefore, the cata- 
log starts off with a news-plus- 
prestige approach, emphasizing the 
company’s achievements in copper 
and brass, and then transfers over 
to its aluminum the reputation it 
has for its other products. 


No Promotion for Libbey .. A 
catalog for well-known materials 
or equipment manufactured by an 
established company, such as Lib- 
bey-Owens-Ford glass products, is 
simply a straightforward statement 
of the product’s various types, uses 
and merits, arranged for the maxi- 
mum convenience of the user. No 
company promotion is necessary. 

On the other hand, a catalog for 
a service, such as metal fabricating, 
must commence with a statement on 
the company itself, as does the R. C. 
Mahon Co.’s catalog on steel weld 
fabrication. The only “product” it 
has to promote is itself, its experi- 
ence, its skills, its facilities, and the 
personnel is not more prestige; it is 
direct product promotion. 

There are many catalogs that 
must describe both products and 
services. A good example is Minia- 
ture Precision Bearings, Inc., which 
offers both the tiny ball bearings it 
manufactures and the essential en- 


gineering and _ research services 
which must be called upon before 
the bearings can be purchased cor- 
rectly. The mixed catalog differs 
from the service catalog in that no 
separate price is put on the services 
offered by the former; the cost is 
absorbed in the price of the prod- 
uct. In the case of the latter there 
has to be a price on the service, 
since that is all that is being offered. 


Simplify .. These are the most 
commonly-encountered catalog 
types. Obviously, no rigid rules 
can be established for the organiza- 
tion of catalog material; the preb- 
lem will differ with each catalog. 
If the one over-riding principle of 
catalog design . . that it must sim- 
plify product selection is con- 
stantly kept in mind, an endless 
variety of combinations of data can 
be used without weakening the ef- 
fectiveness of the catalog. 

It is at this point that the study 
of modern catalog design turns from 
preliminary planning, information- 
gathering and organization of con- 
tent to the techniques of catalog de- 
sign. Analysis of these techniques, 
with case studies, will be the sub- 
ject of the remaining articles in this 


series. e 





EXTENT OF MARKETING RESEARCH 


ALL RESPONDENTS 
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Extensive .. Study shows that 93% of companies do research (chart at left} 
y 


WHO DOES IT? 


FULL-TIME 


SPECIALISTS PART-TIME OTHER 


(naa 
SAL 
MEOIUM 


LARGE 


MFRS CONSUMER 


At right, 


chart shows that three-fourths of marketing research is conducted by full-time specialist. 


Companies average 0.1% 
of sales for market research 


® THERE'S MORE INTEREST than ever 
before in marketing research. 

The American Management Asso- 
ciation, in a study just published, 
reports that of .180 large companies 
who responded to a questionnaire, 
168 (93°%) reported that they en- 
gage in marketing research activ- 
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ities. 

Of these 168 companies, 95.6% had 
a 1951 sales volume of more than 
$5,000,000. In a study made by the 
American Marketing Association in 
1945-56, it was found that 85% of 
the respondents had sales of less 
than $5,000,000. 


HOW MUCH DO THEY SPEND? 


SALES VOLUME PER CENT OF SALES DOLLAR 
a 3 


UNDER 65 
#5 - #25 
$25 - #50 
450 - #100 
hoo - #200 
$200 - #500 


OVER #500 


Median Expenditures . . Percentage 
of sales spent for research consistently 
drops as volume increases. 


The 180 companies responding to 
AMA’s questionnaire represent big 
business. Sixty had a 1951 sales 
volume of more than $100,000,000. 
Thirty-two had sales of between 
$50,000,000 and $100,000,000. Twen- 
ty-six had sales of from $25,000,000 
to $50,000,000. 

Fifty-nine of the 180 companies 
manufactured industrial products, 
65 were producers of consumer 
goods, 34 manufactured both types, 
and 22 were engaged in service, re- 
tailing and other non-manufactur- 
ing categories. 

The AMA study (“Company 
Practices in Marketing Research,” 
American Management Association, 
330 West 42nd St., New York 36, 
64-pages, $1.75) was made during 
the summer of 1952 and has now 
been pubiished. 


How Much Do They Spend?.. 
On the basis of some 80 replies to its 
questionnaire, AMA estimated that 
average expenditures for marketing 
research by these companies were 
1/10 of 1% of sales . . about 10¢ for 
marketing research out of each $100 
in sales. 

It was also noted that companies 
with a sales volume under $5,000,- 
000 spent about 30¢ for marketing 
research out of each $100 in sales, 
and that where sales volume moves 
above the $100,000,000 mark, the 
rate of expenditure for marketing 
research declines rapidly. 

In every sales volume group, the 
range between the highest and the 
lowest expenditure reported 
was extremely high. * 


rate 





YOUR PROSPECT... 





PLUMBING and HEATING BUSINESS WILL HELP YOU DO IT! 


THESE ‘‘EXTRA’’ MARKET- 
ING SERVICES OF INDUS- 
TRY’S FULL SERVICE, LARG- 
EST CIRCULATION TRADE 
PAPER (27,278 every 
month) GIVES YOUR AD- 
VERTISING CAMPAIGN EX- 
TRA MILEAGE! 


INVESTIGATE . . . 


Change of pace often helps make a sale. That's why many advertisers 
like to supplement their trade paper campaigns with the PHB extras 
listed below. They accomplish what space alone cannot . . . fill in gaps 
in campaigns . . . follow through on interest created by your space... . 
and actually aid in closing the sale. 


1. A direct mail service, using the only selective lists in the in- 
dustry. 


2. 25 unique methods to merchandise your space to selected 
trade groups. 


3. Market data and research facilities available nowhere else. 
4. NAPC assistance in your sales problems. 
5. Authentic-inquiry service on your new products. 


Remember, too, in this highest quality circulation there are 23,218 top- 
rated plumbing and heating contractors. 





ASK FOR FURTHER EVIDENCE OF PHB’S ABILITY TO HELP YOU 





H PLUMBING AND HEATING BUSINESS 


B _ GRAND CENTRAL TERMINAL BUILDING NEW YORK 17,N.Y. 
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A LOT OF WORK LIES BEHIND THIS REPORT... 


For your salesman must know the combination of key executives, regardless 


of title, to see for buying action in every worthwhile plant in his territory! 


Look at this typical call report! It might have been written by one of your 
salesmen and, in a manner of speaking, it was. 


The writer is just one of a nation-wide force of 1,645 industrial sales engineers. 
Like your salesmen, he knows the key buying executives in plant after plant, 
and personally selects these men to receive paid copies of MILL & FACTORY. 
In this way your advertising reaches the men whose “‘O.K.”’ means an order. 


There’s no “‘lost’”’ circulation either. MILL & FACTORY’s lists are always cur- 
rent. You can count on MILL & FACTORY’s consistently high readership and 
sales impact, because plant and personnel changes are reported and acted 


upon when they occur. 


MILL & FACTORY’s unique circulation method pinpoints your advertising on 


real buying influences—the men your salesmen must see to sell. 


A CONOVER-MAST PUBLICATION 
205 EAST 42nd STREET » NEW YORK 17,N. Y. 
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Edward Frederick Hamm, Jr. 


A Lifetime in Traffic 


All roads lead to Rome, the saying goes . . only 
in “Pete” Hamm’s case the road led to Washing- 
ton. Recently named first managing director 
of the Interstate Commerce Commission, “Pete” 
started his business career with Traffic Service 
Corp., Chicago, becoming president-treasurer in 
1933 and publisher of the company’s three pub- 


lications in 1944. “Pete” is a founder member 


of the American Society of Traffic and Trans- 
portation and also secretary of the Associated 
Traffic Clubs Foundation. 


Clarence R. Palmer 


Philadelphian from Way Back 


Clarence R. Palmer wound up 48 years of ad- 
vertising in his own home town when he retired 
recently from John Falkner Arndt & Co., Phila- 
delphia agency located just around the corner 
from where he went to school many years ago. 
Known among his associates as “dean of media 
men,” Mr. Palmer started in advertising with 
N. W. Ayer in 19805. Before joining the Arndt 
agency in 1848, he also had been associated as 
media buyer with Ivey and Ellington and Ben- 
jamin Eshleman Co., both Philadelphia agencies. 
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S. W. Antoville 


Modern Horatio Alger 


From part-time office boy to president in 32 
years sums up the career of “Tony” Antoville, 
who has been elected president, U. S. Plywood 
Corp., New York. Following an early sales 
career in New England, Tony opened a Boston 
branch, became first manager of the Flexwood 
Div., and in 1938 was sent to Chicago to head 
midwest operations. In 1944 he became direc- 
tor of sales. Under Tony’s sales leadership, 
U. S. Plywood sales have increased from $20,- 
000,000 annually to $116,000,000. 


Dexter Merriam Keezer 


Scholarship at Work 


Scholar and executive . . that’s Dexter Merriam 
Keezer, Ph.D., LL.D., who has been named vice- 
president in addition to his older title of director 
of the department of economics at McGraw-Hill. 
He has been a newspaper man, writer, govern- 
ment administrator, teacher and college presi- 
dent. From the presidency of Reed College, 
Portland, Ore., Mr. Keezer entered government 
service during the war and was active in labor 
relations. He is a co-author of “Making Capital- 
ism Work,” and in his current job is doing his 
bit to put into practice what his book preached. 














ONLY 


‘AIR FORCE” 


Carries Your Company Message 


@ DIRECT to the Pentagon 


@ DIRECT to the Research and 
Development Centers 


@ DIRECT to All Decision Levels 
of the Air Force Procurement 
System 


M ilitary aviation purchases begin and end 
within the US Air Force. USAF’s military 
executives control the entire procurement pro- 
gram all the way from basic research to final 
order. 

The thinking upon which procurement decisions 
are made is based on reports and endorsements 
originating at all levels of the US Air Force. 
Included are not only the Air Staff in Wash- 
ington, Air Research and Development Com- 
mand, Air Materiel Command and AF Procurz- 
ment Committee, but also participating are 
section chiefs, project offi- 

cers, pilots, crew chiefs in 

the field, engineering, in- 

dustrial planning and test 

evaluation personnel. 


Only in Air Force Maga- 
zine can your company 
reach all these key people: 
the “Men of Decision” of 


the US Air Force. 





Aero Design & Engineering Corp. 
Aerodex, Inc. 
Air Associates, Inc. 
Aircraft Radio Corp. 
American Airlines 
American Chemical Paint Co. 
American Machine & Foundry Corp. 
Arma Corporation 
AVCO Manufacturing Corp. 
Lycoming-Spencer Division 
Aviation Engineering Corp. 
Barium Stee! Corporation 
Bell Aircraft Corporation 
Bendix-Aviation Corporation 
Eclipse-Pioneer Div. 
Products Division 
Scintilla Magneto Division 
BG Corporation 
Boeing Airplane Company 
Borg-Warner Corporation 
Pesco Products Division 
Breeze Corporation, Inc. 
Canadair, Limited 
Cessna Aircraft Company 
Chase Aircraft Company 
Clary Multiplier Corp. 
Consolidated Vultee Aircraft Corp. 
Continental Motors Corp. 
Curtiss-Wright Corporation 
Propeller Division 
Wright Aeronautical Corp. 


de Havilland Aircraft of Canada, Ltd. 


Doug/as Aircraft Corp. 
DuKane Corporation 
DuMont, Allen, B., Laboratories, Inc. 
Fairchild Engine & Airplane Corp. 
Aircraft Division 
Guided Missiles Division 
Ranger Division 
Stratos Division 
Fine Organics, Inc. 
Flight Refueling, Inc. 
Foote Bros., Gear & Machine Corp. 
Garrett Corporation 
AiResearch Mfg. Division 
General Electric Company 
General Metals Corporation 
Adel Division 
General Motors Corporation 
Aeroproducts Division 


Aviation’s Multi-Billion Dollar Market Requires the 


“DIRECT 
APPROACH!” 


Allison Division 
Harrison Radiator Division 
Gilfillan Bros., Inc. 
Goodyear Tire & Rubber Co. 
Grand Central Aircraft Co. 
Grumman Aircraft Engineering Corp. 
Holley Carburetor Company 
Hughes Aircraft Company 
Jack & Heintz, Inc. 
Ketay Manufacturing Corp. 
Kidde, Walter & Company 
Kolisman Instrument Co. 
Lavoie Laboratories, Inc. 
Lear, Inc. 
Link Aviation, Inc. 
Lockheed Aircraft Corp. 
Magnetic Metals Co. 
Marmon-Herrington Co. 
Martin, Glenn L., Company 
Maxim Silencer Company 
Minneapolis-Honeywell Reg. Co. 
New York Air Brake Co. 
North American Aviation, Inc. 
Northrop Aircraft, Inc. 
Pacific Airmotive Co. 
Radio Corp. of America 
Railroads of the US 
Raytheon Manufacturing Co. 
Republic Aviation Co. 
Rheem Manufacturing Co. 
Rohr Aircrcft Corporation 
Ryan Aercrautical Co. 
Simmonds Aerocessories, Inc. 
Sperry-Gyroscope Co. 
Stromberg-Carlson Co. 
TEMCO Aircraft Co. 
Thermix Corporation 
Titeflex, Inc. 
Twin Coach Company 
United Aircraft Corp. 
Hamilton Standard Propellers 
Pratt & Whitney Division 
Sikorsky Aircraft Division 
United Airlines 
United Manufacturing Corp. 
Vapor Heating Corp. 
Vickers, Inc. 
Wollensak Optical Company 
Wyman-Gordon Company 


Make the ‘D/RECT APPROACH” to the US Air Forces: Management Team in 


AIR FOR CE rom ons 
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Sales Tips from Industrial Purchasing Agents 


‘Praise be to the salesman who recog 
nizes that the proper approach to any 
prospective customer is through the pur- 
chasing department. Too many sales 
people think that by-passing a purchasing 
department is good ‘short cut’ selling, 
only to learn that many sales via this 
method are also ‘short lived’. A modern 
purchasing department, having a much 
broader knowledge of the overall needs 
of its company than any other one depart 
ment, is the real ‘short cut’ to permanent 
sales,” savs Micheal D. MacBurney, Gen- 
eral Purchasing Agent, Barrett Div., Allied 
Chemical & Dye Corp., New York, N. Y. 


“Our evaluation of a company and _ its 
potential value to us as a supplier begins 
with an appraisal of its representative who 
solicits our business. The salesman who is 
sincerely interested in helping us make 
a better product or as good a product 
at lower cost gains our confidence and 
respect. Such an approach on his part 
requires patience and study. We recog- 
nize and appreciate this effort. Concrete 
evidence of this appreciation usually fol- 
lows in the form of purchase orders,” 
savs Fk. M. Krech, Director of Purchases, 


J. M. Huber Corporation, New York, 


a 


To sell industry, 


“A salesman must be so interested in your 
problems that he works with you con- 
stantly. When he analyzes requirements 


and specifications, checks machining meth- 


ods, and uses his knowledge to minimize 
your cost, he is contributing to your 
profits. He’s earned a place, and is going 
to stay as long as he is competitive. 
We expect him to take full responsibility 
for his company’s performance, quality, 
prices, and even its policies. This kind of 
salesman is a boon, not a bane, to our 
existence, says A. M. Kennedy, Assistant 
General Manager, Purchasing, Westing- 
house Electric Corp., Pittsburgh, Pa, 


you must sell the Purchasing Agent 


The purchase of products used by industry starts and ends with the 
Purchasing Agents. No matter what your product, the PA is one 
man you must sell. 

Successful sales executives know this. That’s why their selling efforts 
focus on the PA. Successful industrial advertisers know this, too, 
because PAs have more confidence in advertised products. That's 
why PURCHASING is the basic magazine on any industrial 
advertising schedule. 

PURCHASING gives you the greatest industrial purchasing agent 
coverage available. It is editorially tailored to the exact requirements 
of the purchasing function . . . read regularly by the 

men responsible for 85°. of industry’s buying. 
PURCHASING, 205 East 42nd Street, 

New York 17, N. Y. Offices in Chicago, 
Cleveland, Los Angeles. 


When you think of 
selling...think of 
PURCHASING 


@ oA = 


The basic magazine on any industrial advertising schedule! 
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copychasers 


Heavy construction advertisers 
show up as screamers 


® THE TROUBLE with the advertising 
in the heavy construction field is 
that there’s too much ditch-digging 
copy. If you can stand our double 
talk, and would care to sit out this 
waltz, we'll try to figure out why. 

It’s like no other business paper 
advertising we’ve seen any place. 
In attitude, the closest thing to it is 
the copy you read in a magazine 
like Electrical Merchandising, an 
appliance book. Weird, huh? The 
advertisers in both of these com- 
pletely unrelated fields are scream- 
ers. 

Now, to confound the confusion, 
ponder this. The construction ad- 
vertisers seem to have a much bet- 
ter array of factual material, but 
are often pretty raucous in how 
they use it, and clumsy in their 
ad-making. The appliance boys, on 
the other hand, with thinner evi- 
dence do a more professional crea- 
tive job. All of which, we suppose, 
proves nothing more obvious than 
it’s better to have the facts with 
dirty fingernails than a manicure 
and fast talk. 

Then, again, we may have read 
so many of these earth-moving ads 
(yes, really earth-moving) that we 
may have pushed up a mountain of 
unsureness in our own minds. But 
somehow what good sense we still 
have left insists that contractors and 
engineers don’t have to be yelled 
at. We've even seen a fair number 
of them on the job, in better street 
clothes than our own, and they 
talked like perfect little gentlemen. 
Oh, yes, we’ve seen them in the 
movies. Sure, you bet. They yell 
their bloody heads off in the Holly- 


wood version. 

But, as we said, in the construc- 
tion papers, almost everybody hol- 
lers whether they have facts or not, 
and most of them do. This means 
when you go through these journals, 
page after page, pretty soon a kind 
of ringing sets up in your ears. And 
just about when you've given up 
hope, you turn to a nice quiet page, 
and you grab it and read every 
damn word of it in sheer delight. 
As Bill Rickard once said, “When 
everyone is shouting, ah, the elo- 
quence of a whisper.” 

Here, hand in hand, let’s you 
and little us take a fast gander 
down this non-lullaby lane, to get 
you over to our mood. . 

Only Blank Has Built Thousands 
of Air Compressors in New Stand- 
ard Ratings! 

You Think This Job Is Tough! 

There’s a Big Difference in This 
3%4 Yd. Shovel! 

Biggest Blank Scraper Built .. . 
The New No. 90! 

Before You Buy: 
FP 

Stop-Look-Listen — The Great 
New Blank, Blankety! 

Talk About Quality . . . This 
Plant Has It! 

Protect Your Profits With Blank 
Work Capacity! 

Fast Dual Priming, Dependable 
Longlife Operation and King Size 
In Value! 

Think Big ... To Meet Increasing 
Demands For Aggregate! 

You’ve Got To Swing That Rear 
End For Top Performance! 

Sure we've loaded the dice by 
emphasizing the worst. But not 


Compare Net 


an im feature 


IK 


as inserted 





VY 


too unfairly at that . . for what you 
are listening to is the noisy atmos- 
phere of the construction industry. 
Sort of like television when the kids 


have the volume all the way up. 


Brainwork Behind Babel. . Cut 
under the clutter and you'll find 
much of the basic thinking here 
Take an old-timer 

Engineering Co. 


makes _ sense. 
like Northwest 
We'd guess its advertising is on 
weekly frequency . . big color bleed 
pages, posters really . . sock, sock, 
sock! Northwest’s theme song 
seems to be “repeat customers,” and 
it uses devices like a life-size repro 
of a customer card file plus minia- 
tures of old ads to pile on the im- 
pression. Granted the headline of 
this particular page is pretty pallid 
.. “This list isn’t complete without 
you.” 

Or take this Northwest 
page. Similar poster treatment . . 
big photo of a big shovel at work 
(Gawd, the construction ads are 


other 


lousy with them!) . . phoney bill- 


Vus ust 


ISN'T 
COMPLETE 
witHouT 

you 


continued on page 124 
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Northwest . . sock, sock, sock! 
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new CPI” business 
can help you 


beat a dip in o4 


Let ‘em worry on Wall Street! There’s little gloom talk in Wilmington .. . 
or Texas City, or Midland, Michigan . . . or anywhere else 

on the busy Chemical Process Industries’ map. 

Look how the market is expanding right now. .. , 



















In ’53 the CPI are adding another $6 billion in new capacity — spending -— 
another $33 billion for raw materials. And this on top of last year, 
when they picked up the tab for 42 percent of all-manufacturing’s 
capital investment. By 1960, chemical engineers are shooting for output goals 
that tote up to $70 billion a year. It’s a Chemical Century and it’s —— 





SI 4 





only half-way around the clock. There’s more big news yet to come! 


Big news? It’s happening all the time. . . in petrochemicals, rubber, 
synthetic fibers ... in fertilizers, antibiotics, coal hydrogenation 

. ina myriad of new developments that keep pouring from this never-built, — 
always-building market. And the how-to-sell-it is right at your fingertips . . . 
in CHEMICAL ENGINEERING, the process industries’ workbook 
with the greatest concentration of production-engineering readership in the field. 








Meelied chemical engineering that operating men live with. 
Kron Cv ef te-Saver, it’s loaded with hard production sense like 
can w to Estimi&g Costs in a Hurry — New Twist in Heat Transfer 








a 4 What Ahead in Qerrosion Prevention. What better way to capture 
NY the chemits engineér’s interest ... what faster way to nail down his preference 
thap to pit Your prédyc\story right alongside? 
~ - 





‘ 


” WAR more of the 
6a s . 
 } / f the 


- \ / low \cost 





»micaKengineer’s kind of new business next year? 
aperA,. . take advantage 

ial Rerformance you need for high readership, 

i kind of publishing service 

s dtmanding market but CHEMICAL ENGINMERING. 



























write for Hose Gooklats 









Y ie / ha L | | HQW A MAJOR CHEMICALS PRODUCER 
| \ yr a \ BIAYS Equipment, Raw Materials and Operating 
7 / | / SX | \Supplies. First of a continuing series on... who 
J yas Fe. [ uy§— what products—how bought—how much. 
< J a oo \ JS Complete buying and specifying practices in a 
f ra ad a 4 typical plant — based on personal interviews in co- 
r i‘ i ff \ ’ Sk c _ operation with a leading manufacturer. 
HN 4 —* — 


\ rt \ “| \ BOSINESS PLANS FOR NEW PLANTS AND 
™, Sa / | \ ABQUIRMENT — 1953-1956: McGraw-Hill’s 6th 
ASurvey shows shift from defense to civilian 


\ . Ann 
\ er . \ j 
Ww { “ | roduchon well underway. Chemicals and petro- 
| Ps %\ ' / . léum, $ billion for 4 years, are biggest spenders 






j --a\l-indystry trend is to modernization but CPI 
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if ‘% / \ r i j/ sta¥ high for continuing new plant expansion. 
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1\ * I\ WHO\ARE AMERICA’S MOST WANTED 
ae 4" : \ oS MEN? TRe shortage of technical manpower has 
\ / ae | \ yeached eAtical stages all over the manufacturing 
7 \ \. /field. [Herds what the problem’s all about —what 
i Y Pak A industry ig\oing, what you can do—and just what 
ha f i\ ? * / %t means t@ your opportunities, sales and future 
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in the Chéhical Process Industries. 
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: | ¢ | %1 7 J ; \ Y, 
KL 7 NZ ili i? —~—ASKNUS HQW you can relate this material to 
€ \ \ your pixn sel&ng objectives. Write CE’s Research 
if i x Dept, for thege reports and for specific market 
r \ \ / / data pn your Rroduct’s applications. Better still, 
| 






call your CHEMICAL ENGINEERING representative 
\ today! Rememb&, it’s his job —to help you sell! 
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PROVE IT! 


CATERPILLAR 


aot 
= 














Caterpillar . . it ain't what y 


board drawn into the scene, dis- 
playing .. 


{ 


Year after year successful contractor 
both large and small continue to make 
ne out of every three Northwests sold a 
repeat order Here is the best possible 
guarantee that Northwest leadership in 
design, quality, and performance has been 
maintained in advance of other similar 


equipment 


Nothing there to cause you to 
reach for the smelling salts, Mabel. 
Truth is, and strangely, these ads 
on shovels and cranes are actually 
closest to cigaret advertising in their 
concept. Northwest has been doing 
them ever since we were boys, and 
we're not young so they must 
have paid their freight. Could they 
have been even more successful . . .? 

Another old and leading outfit in 
this field is Caterpillar Tractor Co. 
We've clipped two of its ads for 
contrast. First, of course, the ob- 
vious compliment to this advertiser 
for its consistent use of color . . its 
ownership of yellow. “Cat” has its 
own precious advertising identity a 
mile away 

First ad, giant headline across the 
bottom .. “Now Make Us Prove It!” 
Prove what? Read the text: 


We've claimed Cat Engines and Electric 
Sets are rated for honest HP and KH 
that they give you faster work cycles 
handle bigger loads start fast in any 


weather use low-cost N 


2 furnace oil 


without fouling 


We've claimed that your Caterpillar 
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Dealer backs them 
the-spot service 

We've claimed they 

more work 
than any other unit. 

Well, we'll tell you. It ain’t so 
much what you say as it is how you 
say it. No. 2 ad we like better, a 
straight testimonial, “Ideal rig for 
my work.” Try a paragraph or two: 


‘I wanted 


years,’ 
Redding, Calif., ‘an 


says B 


body I knew with 
swer everytime was 


machine. I've certainly 


and easy handling make 





pS UST LOOK WHAT YOU GET! 
Aenea ear 1 eae 
4 wh SLED % $4.Nch th, 
re 





\ Bantam C- 
Aworwen New Proouct OF THE 


W CRANTS AND ENCAVAT 


wor in 


Schield Bantam . . for one thing, they‘re not 


with my Cat HT 4 Shovel. Its versatility 
it an ideal rig 
for my work. 
Mr. Foster's Caterpillar 1!/-yard HT 4 
Shovel handles materials, does precise 
id excavating, and general con 
work. In the photograph, taken 
plant near Redding, note the 
r npping up pavement on street 
contracting jobs, mounted on the rear of 


this versatile machine 


Caterpillar uses this testimonial 
technique pretty consistently. 
Stands up, good weather and bad, 
believe us. 

X* All right, this Schield Bantam 
Co. color spread coming up is a 
. but since it sells with 
we've 


screamer 
such enthusiastic abandon, 
just got to give it our first OK AS 
INSERTED. If for no other reason 
than it plugs a price (we love pub- 
lished prices) . . but there are other 
reasons. Listen . . “We're so proud 
today ... we've got a New Bantam! 
It’s a Crawler and it sells for only 
$9,350.” Then, with both feet, smack 
into “Just Look What You Get!” 
6 check points: 


2-Speed Independent Travel 
Low Ground Bearing Pressure 
Big Machine Stability 

High Speed Operation 

Famous Bantam Features 


94-Inch Overall Width 


No nonsense about these Bantam 
boys, we'll say that. They’re cer- 
tainly not backward. Another sec- 

continued on page 128 





and it sells . 


for only 


wen men-- See Him Today! 


ber wine tector, % met o dere 





backward. 
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IN THE PETROLEUM PROCESSING INDUSTRIES 


Pace setter for almost all the industrial world is the foursome of the 
petroleum processing industries ... growing fast, buying in volume, demanding 
new goods and services! 

Reach not one, not two, but the complete foursome through 
Petroleum Processing, effectively serving all four groups: 

1. Petroleum refining. 2. Petrochemical manufacturing. 

3. Natural gasoline recovery. 4. Lube oil blending and compounding. 

Capacity for producing natural gas liquids is growing about 12% each 
year. Similar growth in all four groups is paralleled by the growth, coverage 
and impact of Petroleum Processing on these expanding industries. 

To “say it where it counts,” put your sales story in Petroleum Processing, 
and move with the fast-moving foursome. Ask for your free copy of 
the new 1953 Petrochemical Plant Directory. 


TROLBURA PROCESS 


Publication office: 
A McGraw-Hill Publication | 1213 West Third Street 
Cleveland 13, Ohio 
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90.4% of the hirds are 
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in hand! 


Building product salesmen will tell you that the nation’s active architects and 
engineers are elusive birds. And only P/A has been able to capture so many of 
them! We now offer you the undivided attention of 24,675 of these men who head 


up U. S. building product and equipment specification teams. 


Among these P/A architect and engineer subscribers are the principals of firms 
designing 90.4% of the dollar volume of architect-designed buildings...as proved 
by a survey of projects now on the boards of architectural firms in all 48 states. 


This is the largest verifiable coverage of the market ever offered by any magazine! 


But that’s not all. P/A alone gives you top coverage of the entire specification 
team...including 10,769 designers and draftsmen. (And don’t let anybody tell 


you otherwise... these fellows have a lot to say when it comes to specifying!) 


For the full story, write or phone your P/A representative today. 


Architecture’s most 
widely read magazine... 


Progressive Architecture 


Reinhold Publishing Corporation 
330 West 42nd Street 
New York 36, New York 


World’s largest publisher of architectural books 
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- ALLIS-CHALMERS 





Allis-Chalmers . . professionally sound 


ondary display says: “Your Schield 
Bantam Distributor is Scheduling 
On-the-Job Demonstrations Right 
Now ... See Him Today!” We like 
the note of urgency. Also the com- 
plete confidence that permits Ban- 
tam to run a little 3x42” ad with- 
in this ad for a brand new crane. 
What more can we say except to 
congratulate TOM POWERS, art direc- 
tor, and EARL LARSEN, account exec- 
utive, Ambro Advertising Agency, 
Cedar Rapids, for a nice job? 
Another respected name here is 
Allis-Chalmers. We thought it only 
fair to have two A-C ads also. These 
are both in the product feature cate- 
gory, and both professionally sound. 
The first is a page “How Ad- 
vanced Design Makes Allis-Chal- 
mers Tractors More Dependable.” 
Six features are so numbered and 
and the writer knows 
they’re 


enumerated . . 
enough about 
pretty down-to-earth. 

The second ad, a color spread, 
starts out “Advance design features 
make Allis-Chalmers performance 
Two ads may only be a 


usage so 


leaders.” 
happy coincidence, but still, isn’t it 
interesting the way the product 
name gets into these headlines? 
This, too, follows the wise formula 
of feature detailing, but here A-C 
has room enough for illustrations 
for each point. Two, in fact, the 
A-C benefit, and “X-ed out,” the 
disadvantage of the conventional 
competitive method. 

Seeking out still further familiar 
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International Harvester 


names, we bump into Bucyrus- 
Erie. This color spread looks out- 
of-the-ordinary. Color use is good, 
Headline is played straight, yet has 
its points . . “There are Two Ways 
to build a line of excavators.” What 
are they? Why “The Easy Way” and 
“The Bucyrus-Erie Way’ What's 
the difference? Well, t’ain’t hard, 
pardner. The Easy Way. 


Is to design a few bas 
then build up a 
by adding extra 
speeding up the engine 


tw r three size requirements 


Then, you dunderhead, there’s the 
Bucyrus-Erie Way. 


oa 


T jlesign each excavator 


individually 
all the way through from crawler treads 
to boom point for a certain size payload. 
Each individual mode] is engineered 
throughout to meet the service and loads 


required. 


Well, whatcha waiting for? Ain’t 
yuh mailed in your order yet? 


*Still another fine name in the 
field . . yes, you're right . . Interna- 
tional Harvester. This color spread 
has more high class sex appeal than 
many of its neighbors. Uses big 
brushscript letter, too . . but they’re 
pleasant, not offensive. Perhaps it’s 
because of what they say . . “Speeds 
Up Sleepy River,” for this is the 
story of how “International Crawl- 
ers speed up flow of Arkansas River 
as a safeguard for Kansas wheat 








POWER THAT PAYS 


. more high class sex appeal than most 


belt.” Striking layout, but then, this 
is a copy column. 

Three good news pictures with 
captions give the sequence of “Re- 
making a River Bed,’ the “River 
Crossing” and “Changing the Chan- 
nel.” Now let us take you down 
towards the middle of the copy 
where H. M. Dunsworth, job fore- 
man, reports: 


these TD-18 As and TD-14 As 
10t only have 
lity t i0 a 

t that high 


speed reverse sure s money on 


bang-up dirt 


jozing calls 


this river job as lots 
] TI 


for long pushes. iternationals, 
and some have been used for years, have 


worked over two months here under mis 


erable conditions with absolutely no down 


time.’ 


An OK AS INSERTED to JOHN CRAW- 
FORD, creative director, and RICHARD 
JOERGER, copywriter, Aubrey, Finlay, 
Marley & Hodgson, Chicago. 


We've always been fond of those 
product 
parison charts. Marlow Pumps uses 
one most effectively in a two-col- 
umn ad, “Get More with a Marlow.” 
Marlow, natch, rates a “Yes” on 12 
points. Of five competitive makes 
checked, the best the runner up can 
do is seven. 

We go for this Ramset Fasteners 
page, particularly for the well-han- 


feature-for-feature com- 


dled, application-focusing display at 
the top of the page, leading into the 
Cc ied on page 130 


nftin 














Here’s why 


FOOD PROCESSING 





y 
Check these facts— 
1. Greatest Circulation in the U.S. Food Plants 


... actually, 76.6% more circulation among food 

processing men who manage. (97.02% CCA Veri- 

fied Controlled). 

The figures? Foop PROCESSING . 
Next Magazine. 


. 29,388 
. 16,641* 


2. Least Non-Food Processing Circulation 


... less than 3% of Food Processing’s total circu- 

lation is outside food processing . . . 27% of Next 

Magazine’s total circulation is outside food proc- 

essing. 

‘The figures? Foop Processing .... . 884 
Next Magazine . . 1,475" 


3. Greatest Proof of Quality Readership... By Far! 


There is no known instance where, on a direct com- 
parative basis, Food Processing has not out-per- 
formed the Next Magazine in quality response 
from “Men Who Manage.” 

(Food Processing offers $100.00 U.S. Government 
Bond for proof of any situation where contrary is 
true. Can you win it?) 


S i 
Make us prove it! 


Claims and counter-claims are easy to make. 
Challenge us to prove these statements. . . not 
with loose theories or generalities—demand facts! 


is your best buy 


FOR OVERALL COVERAGE OF 
FOOD PROCESSING INDUSTRIES 


we'll be 
there before you can say “12 color pages.” 


May we come over? Let us know... 


*Estimated on the assumption that foreign circulation 
falls in same classifications, in same per cents as U.S. 
circulation. 


PUTMAN PUBLISHING COMPANY 


111 EAST DELAWARE PLACE, CHICAGO II, ILLINOIS 
Publishers of 
Food Processing — Food Marketing — Chemical Processing 
NEW YORK — CLEVELAND ~ DETROIT — ROCHESTER, N. Y. 
ST. LOUIS—LOS ANGELES—SAN FRANCISCO—PORTLAND 
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headline. Permit us. . 

Angle irons and channels . . ver 
head door tracks ... Metal windows... 
Window and door framing . . . Partition 
bases and plates ... Wall studs 


" 


P ' 
Masonry ties . . . Roof drains 


sleepers . Door bucks... 


rring strips. 


Then, the head “Beat down 
fastening costs, into steel or con- 
with super-speed Ramsey 
Jobmaster.” 

One of the most convincing things 
about this Dravo Corp. spread . 
“Facts available to you, etc.” is the 
offer of free case studies of actual 
installations, and the actual repro- 
duction in miniature of the “Dravo 
Counterflo Heater Case Study Re- 
port” form. They even tempt you to 
squint to read their titles, which are 
good .. “How to Cure 60,000 Latex 
Rubber Masks per Day,’ for in- 


stance. 


crete 


We're a couple of lads who al- 
ways thought the Fenwal Inc. ads 
were compelling. In the construc- 
tion papers we feel their extreme 
(four square HT’s with 
captions balanced), 
headlines, “The Speediest, most Re- 
liable detector for automatic fire 
alarm systems is Detect-A-Fire”, 
for example, their lack of straining 
for an effect, all adds up to good 
stopping power and potential read- 


simplicity 
modest-sized 


ership. 

Standard Oil of California uses 
“The Engineer’s Report,’ a simu- 
lated technical data form . . “Lubri- 
Unit, Cperation, Conditions, 

Then with news photos and 


cant, 
Firm.” 
typewriter type it does a swell job 
presenting a case study. Also works 
in a special little illustrated copy 
box .. “How RPM Multi-Service 
Gear Lubricant prevents wear in 
severe conditions.” 

“New Way to Energize Your 
Floors for 1001 Electrical Needs” is 
a nice approach for Detroit Steel 
Products Co. Sub-heads are skill- 
fully handled, too . . “What is Elec- 
trifloor?” .. “What does it do?” .. 
“Who developed it?” And a good, 
active piece of copy, too. 

In the business paper field we be- 
lieve the Skil Corp. is just about the 
best testimonial user we've ever 
bumped into. The pictures always 
have a highly “alive” quality to 
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them, as well as generous size. The 
headlines are usually homely, con- 
versational and thus completely 
credible. For instance . . “On awk- 
ward cuts, give us SKIL with One 
or Two-Hand Operation!” Copy is 
pretty tight, also handled comfort- 
ably. Here’s the second paragraph . . 


Otto Thaemlitz, one of carpenters, 
(see picture above) has had a Skil Saw 
of his own for 15 years 


isn't a better saw made! 


Little copy lesson right there. If 
Skil, itself, said, “There isn’t a better 
saw made,” you'd laugh it off. But 
put the words in Otto’s mouth, take 
a look at Otto’s honest face . . and 
how could you not believe it? 

The Heil Co. does well by its cus- 


‘On owkward cuts, give us SKIL 
with One or Two-Hand Operation! 


ous meanest 


en PRC TORY & wPDEMATION 
0 Fe SOM MORTIS—6 TO 19” BLADE Grammer 


a 





» testimonials 


tomers and prospects by publishing 
test data 
tive Tests Prove Heiliner Superior- 
ity.” A boxscore shows Heiliner 
versus three competitive units, rated 
for loading time, dumping 
complete cycle, rated heaped scrap- 
er capacity, average payload. Heil 
wins. Text explains why. 

* The picture-caption technique 
was built to order for the construc- 
tion business. Naturally, many peo- 
ple use it . . some well, some poorly, 
and a few a little better than the 
best. Le Tourneau-Westinghouse 
Co. is one of these .300 hitters, with 
its “Le Tourneau pictures of the 
This ad covers three 


. . “Contractors’ Competi- 


time, 


month” series. 


pages, displays 12 pictures, good 
meaty captions, with arresting leads 
like . . “Tums Most Anywhere”. . 
“9 Tons, No Spill” . . “Licks 35% 
Grade” . . An OK AS INSERTED, with 
oak leaf cluster to LARRY ROTH, copy 
chief, Andrews Agency, Milwaukee. 


Not So Hot, Howie .. A high grade 
operator like Hewitt-Robbins gets 
careless when it toys with trivia like, 
“Get the Right Hose at Your 
Hewitt-Robbins Distributor.” Text is 
top-heavy with hooey like . . “best 
hose performance . . most hose econ- 
omy .. no finer hose made.” 

The people who write Permutit 
Co. ads didn’t pressure their brains 
to bring up, “4 Keys to Better Wa- 


, 


ter.” Nor the gent who did the lay- 


LeTourneau pletures of the month... 


out. Yup, four keys! 
Socony-Vacuum puts a 
service pin on a big red plush jewel 
box, calls it “Service Pin . . for you, 
too” and uses it to sell the experi- 
ence of its engineers. Our prof 
wouldn’t have accepted this from us 


15-year 


25 years ago in night school. 

Now, here’s one that bothers us. 
Not for what it is, but for what it 
might have been. A handsome piece 
of art, an effective and expensive 
piece of art, a head and shoulders 
by Norman Rockwell. Yes, the ad- 
vertiser is John A. Roebling’s Sons. 
Mr. Rockwell’s boy holds his finger 
up, headline says, “There’s only One 
That’s not a stopper, not 
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-will report to the agricultural chemical indus 





Croplife 


will reach 


e fertilizer manufacturers, ingredient 
suppliers 


e pesticide formulators, ingredient 
suppliers 


® retail dealers 


e wholesale distributors of fertilizers 
and farm chemicals 


e farm advisor groups 











New York, 114 E. 40th St. 
Murray Hill 3-3768 


roplife 


Se ae ee Se 


try 


every 


Only 168 hours will elapse before each new issue of Croplife—the new 
weekly newspaper serving the agricultural chemical industry —is dis- 
patched to thousands of readers who represent the purchasing, selling 
and consulting force of this 2 billion dollar market. 

In a period when business complexions change overnight, Croplife’s 
stop-press analysis of this shifting industrial scene will often be the 
first indication of a major trend, an important government move, a 
new opportunity in che market. Men in the industry who say “Buy 
It!’ depend on fast-breaking coverage—use it to make fast-breaking 
decisions. A crack staff of 21 newsmen, working in Washington, New 
York, Chicago, Kansas City, Minneapolis and Toronto and supple- 
mented by 100 correspondents, will gather, sift and report this news 
with accuracy bred of an 80-year publishing tradition in the business 
journal field. 

DEALER TALK: Croplife will penetrate the vast network of retail dealers 
with merchandising know-how to help retailers sell. In how-to-do-it 
articles, new selling and display techniques and tips on better store 
operation, Croplife will talk in language the dealer can understand. 
Money-in-the-pocket talk . . . the dealer’s pocket ... and your pocket. 


First issue: Jan. 25, 1954. Last forms close 14 days preceding. 


HOW MUCH of your market will be covered by CROPLIFE? 
Call or write for a full analysis of your potential in CROPLIFE. 


Chicago, 2272 Board of Trade Bidg. 
Harrison 7-6782 


Minneapolis, 118 So. 6th St. eee for richer, fields Kansas City, 614 Board of Trade Bldg. 


Main 0575 


published by The Miller Publishing Co. 


Victor 1350 
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more 
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The most profitable hours a salesman has are the hours he spends with prospects 
after they have decided that his product may be the one they're looking for, and 
want to know more about it. 


To increase the number of these profitable hours, many industrial marketers are using 
the standard tools of marketing in a way that makes each tool more effective. 


First they make sure they cover every worthwhile prospect with a good catalog. 
They make sure each catalog is kept instantly accessible in the buyer's office so that 
it will surely be found when needed. 


Then these industrial marketers use another marketing tool, advertising, to seek out 
“ready” prospects and direct them to the catalog already anchored in their offices. 


This simple coordination of selling tools and buying tools makes it easier for 
more prospects to reach the point where they are ready to call in your salesman 
and say in effect, “Tell me more.” 


Today, 1,480 manufacturers are using Sweet's facilities to get their catalogs 
anchored at the elbow of their best prospects; step one in the development of 

more golden opportunities for your salesmen. “The easier you make it for people 
to buy your products, the easier they are to sell!” 


uni 
i 
win | FREE: Pocket-size booklet, “How to Improve Marketing Efficiency 
a __ through Improved Catalog Procedure.” Write Dept. 51, 
Sweet's Catalog Service, 119 West 40th Street, New York 18, New York. 


Division of F. W. Dodge Corporation 

Designers, producers and distributors of manufacturers’ catalogs 

for the industrial and construction markets. 

119 WEST 40TH STREET, NEW YORK 18, NEW YORK 

Boston Buffalo Chicago Cincinnati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 
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definitive or identifying, not explan- 
atory, not a basic sales idea, not an 
exclusive with Roebling. It’s a noth- 
ing, that’s what it is . . trite, tired, 
And lettering it up all 
pretty, in two colors doesn’t make 


meaningless. 


it any better and you know it John, 
Roebling’s sons. 

“These LIMA Cranes pull them- 
selves up by their bootstraps” boasts 
Baldwin-Lima-Hamilton Corp. Ac- 
tually if you read into the text what 
they do is exceedingly interesting 
just for itself without reaching for 
headlines or quaint phrases. 

A syrupy bird to Cities Service 
sponsors of the beaver, eager, “The 
smart businessman is always an 
eager beaver when it comes to new 


How 


about you, sir?” How about us, sir? 


methods and new products. 


How about you sir? How come you 
can get ads like this okayed? What 


are you, a stockholder, sir? 


BOOST-OF-THE-MONTH 

We spread it around a few ways 
this month because we've got three 
candidates we can’t ignore. 

*% First, to H. A. Scribner, presi- 
dent, Russell T. Gray, Chicago for 
the plain-Jane Blaw-Knox page, 
“Some new thinking on Density in 
Asphalt Road Construction.” You 
see, when you really believe in the 
power of the business press, you can 
write as directly and authoritatively 


as any editor. 
one paragraph to give you the feel: 


G’wan, go back and read some good 
copy again. It’s selling poetry, that’s 
what it is. 

* If you know business papers 
well, you also know their reasonable 
limitations, too. They won't take 
your steam shovels off the shelf and 
sell them for you. On the other 
hand, one of the tasks they can han- 
dle superbly is the building of fa- 
vorable sales impression and John 
M. Keil, copywriter, Needham & 
Grohmann, New York, who writes 
for Raymond Concrete Pile Co. ads 
must know this. His series, ; 
the finest structures rest on Ray- 
mond Foundations,’ with their 
handsomely drawn illustrations are 
one of the happy highpoints of this 
business. 

*% Finally, and just as favorably, 
albeit utterly different than its two 


predecessors . . this two column, all 


Here’s just part of 


type “Briefs from the Yeoman’s 
Guard”. The signer of this product- 
gossip-column, Yeomans Brothers 
Co. The authors, the creative staff 
of Marsteller, Gebhardt & Reed, 
Chicago. 


A Financial ¢ 
In The Basement 
the investment 
acumen of the } 
irgh is limited 
{ executive office 
in the basement 
11 worker anny 
f money, as idgment 


vestments as y l find p-side: 


imp tended to its 
the pit; until the 
might be well t 


summer with 


1 performance 
any mechanical 
+i 


way ft jet it. 


Got a little copy genius in your 


basement? 


Correction please: The magazine 
Foundry got into our July piece 
(page 122) by error. We were re- 
ferring to Starch reports of Factory. 

The Copy Chasers 


Some new thinking on 
DENSITY in ASPHALT 
ROAD CONSTRUCTION 


[ @ Bricks | 
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Sweet music to any salesman’s ears 


While this dress rehearsal of The Mikado would frac- 
ture any music lover’s ears, it’s sweet music to a sales- 
man for business or industry. This is the little theatre 
group of the Belmondor Corp. What a chance to meet 
the right people! There’s the sales manager (Pooh-Bah), 
the shop foreman (Lord High Executioner), the 
Three Little Maids from the secretarial pool, and an 


all-star chorus that includes even the Boss himself. 

Could a salesman get this chance? It’s doubtful. 
But where he fails to tread, The Saturday Evening 
Post calls every week. It gets to more brass than the 
three top business magazines—and to the mass who 
often initiate and influence buying choices. It gets to 
all the people who mean business. 


—gets to ALL the people who mean business 
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Be 


THIS ISA 


SYSTEM 


Typically, the 

Bendix Duomatic 

Washer-Dryer is 

designed as a single, 

unified “‘package”’ 

an electromechanical 

system. Here are som 

of the materials and 

components that wer 

engineered into it. ‘ 

They give you some ‘ ; ats * x 
idea of the scope of as te se ine aa tt ia ane “x 
the market CARE Ms Ag ns ng ga Ren 
represented by just wa on’ ‘a 

one of thousands of 

different electrically 

operated machines, 

appliances and 

equipment 


Aluminum 

Asbestos 

Bearings (Ball, Needle 
& Sleeve) 

Brass & Bronze 

Capacitors 

Chain Drives 

Circuit Breakers 

Clutches 

Copper 

Die Castings (Aluminur 

Zinc) 

Enamels 

Fans & Blowers 

Fasteners 

Fuses 

Gears & Pinions 

Glass Fiber 

Heating Units 

Lamps (Indicator) 

Motors 

Nickel 

Plastics (Molded) 

Porcelain Enamel 

Pumps 

Relays 

Resistors 

Rubber 

Solenoid Valves 

Springs 

Steel 

Switches (Pressure 
& Selector) 

Thermostats 

Timers 

V-Belts 

Variable Speed 
Transmissions 

Wire & Cable 

Wiring Harness 
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lal-cycle washday! 


What’s happening in home appliances 
is typical of the whole booming 
electrical products market! 





Nobody waits for things to be invented these days. Need a way to 
slice hours or operations from a washday chore or an automatic 
production line? Assign the problem to the engineers . . . and they’ll 
lick it. Want a new automatic wrinkle to give your product a sales 
edge? Put it up to the engineering team... and you'll get it. Fact 
is, the future is so full of better designs that the booming electrically 
operated products market, for all its giant size, is still an infant. The 
tougher the competition, the more new things it will come up with. 

Take the new Bendix Duomatic all-in-one washer-dryer that does 
the whole job of washing and drying in a single machine, in one 
automatic cycle. Set it; leave it. Put the wash in; take it out clean 
and dry. You can be sure this new Bendix will spark sales—and a 
wave of new designs. 

It took closely integrated electrical and mechanical planning to 
make the washer-dryer work. When the tub had to be made larger 
to dry 8 pounds of wash, that meant a motor with greater starting 
torque. When water had to be moved out faster, the answer was a 
new transmission with two extraction speeds. There’s no way to 
separate the design of the tub flanges or the vitreous enamel finish, 
from the automatic controls that make the whole thing work. The 
Duomatic is a single unified system ...and the core of its design 
is electrical. 

The same is true of every new electrically operated product. That’s 
why ELECTRICAL MANUFACTURING (though the core of its editing is 
electrical) analyses the new washer-dryer from tub construction to 
solenoids . . . and does the same for scores of other designs developed 
in the 80 different product groups of this one vast market. 

And that’s why—no matter what else they read—the men who 
decide what goes into today’s electrically operated machines, ap- 
pliances and equipment need ELECTRICAL MANUFACTURING. Because 
Electrical 
Vlanufacturing 

fs — 


it’s read more, it sells more...in the market that will keep on 
growing a full step ahead of the whole American economy. 


The essential magazine for 
every engineer designing 


electrically operated products 





THE GAGE PUBLISHING COMPANY e Publishers to Industry Since 1892 ¢ 1250 Sixth Ave., New York 20, N. Y. 
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management 


forum 


a monthly im feature 


Management disagrees on merits 


of tax-free reserve for advertising 


New impetus has been given lately to the proposal to enable corporations to establish 


tax-free reserve funds for advertising and research, as one means of leveling the business 


cycle. 


Interest has heightened since tax expert J. K. Lasser offered the most detailed 


plan yet for putting the proposal to work. What does management think of Mr. Lasser’s 
plan, which he presented at the annual conference of the National Industrial Advertisers 


Association? 
appear below. 


To find out, IM asked top executives in many industries. Their answers 





By D. A. Gaudion 
Vice-President in 
Charge of Sale 

The Pfaudler 


Rochester, N. Y 


S MR. LASSER’S PROPOSAL to enable 
corporations to establish tax-free 
reserves for advertising and re- 
search is certainly in the right di- 
rection. 

As a part of the producers goods 
industries, which in the past have 
been more cyclical than consumers 
goods industries, we are firmly in 
favor of all plans to ameliorate the 
“feast-or-famine” nature of our op- 
eration. It would, of course, permit 
us to plan longer range programs 
on such things as research and ad- 
vertising without fear of having to 
slash back in the trough of the 
cycle. This in itself would direct- 
ly contribute to stability in addi- 
tion to the stimulation to business 
that would result from continual 
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new developments from the re- 
search laboratories announced to 
industry through the medium of 
advertising. 

We feel, however, that it is only 
one small segment of the problem 
and that even greater moves toward 
stability could be made through a 
more complete reorganization of our 
tax structure to provide greater in- 
centive to new capital investment 
through such things as liberalization 
of plant and equipment amortiza- 
tion, elimination of excess profits 
taxes and “double taxation” of div- 
idends. 


By L. J. Fageol 


Y 


writ 


® 1 AM HEARTILY in favor of Mr 
Lasser’s proposal and believe that it 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


merits the support of all industry. 
In our company we are constantly 
striving to broaden our product 
lines and to diversify our activities. 
However, we have been sadly hand- 
icapped to date by inability, due to 
high tax rates, to accumulate ade- 
quate funds for these purposes. The 
new proposal seems to provide a 
means by which this can be sensibly 
and economically accomplished and 
I personally would like to see its 
provisions adopted without delay. 


By Robert S. Black 
President 
Black Brothers 


Mendota, III 


® PLANS OR DEFINITE steps for the 
leveling of the country’s business 
cycle, should embrace measures 
which would benefit all phases of 
industry and not peculiarly favor 
one or two segments of the whole. 

J. K. Lasser, in addressing the 
annual conference of the National 
Industrial Advertisers Association, 
seems to have in mind, in the opin- 
ion of the writer, that happy time 
when the excess profit tax will be 
discontinued and the effect this ac- 
tion will have upon all departments 
of the advertising world. 

It is commonly recognized that 
advertising programs have been ex- 
tensively expanded, in many in- 
beyond the normal 


continued on page 142 
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CIRCULATION NOW OVER 13,000 


Read by more Western contractors 
and engineers than any other con- 
struction publication — national, re 
gional or local! 


Where Construction Must Meet the Needs 
of 55,400 New Residents EVERY Month! 


Growing at twice the national rate, the West must provide water, 
sewage disposal, gas, electricity, schools, hospitals, public build- 
ings, homes, factories, offices, stores, streets, highways, and other 
vital facilities for the equivalent of a new “‘city”’ of 55,400 people 
every month. 


Natural factors create greater market for equipment 


The West's terrain is rugged, much of the area is arid, and dis- 
tances are vast. It takes more equipment to build mountain high- 
ways, and to set up and maintain remote job-site facilities. It 
takes more equipment to construct water facilities in the high 
mountains hundreds of miles away from the consumer. 

High altitudes, heat and dust are tough on equipment, step up 
replacement rates, make BIG BUSINESS of Maintenance. 

How to get your share of this - 
. . & 
rich equipment market 


To reach the men who specify and buy for construction 
throughout all the 11 Western States and Alaska, put 
WESTERN CONSTRUCTION on your national schedule 


Facts ard figures are yours for the asking . . . phone or 
write our nearest District Manager today! 





DISTRICT MANAGERS 


NEW YORK—Richard J. Murphy 
107-51 - 131st St., Richmond Hill 19 
Telephone JAmaica 9-265) 
CLEVELAND—Clifford E. Beovan 
3307 E. 149th St., Cleveland 20, Ohio 
Telephone SKyline 1.6552 
CHICAGO—A. C. Petersen 
3423 Prairie Ave., Brookfield, Ii! 
Telephone Brookfield 532 
SAN FRANCISCO—V. C. Dowdle 
609 Mission St., S$. F. 5, Calif 
Telephone YUkon 2-4343 
A KING PUBLICATION LOS ANGELES—J. E. Badgley 
a 128 So. Mansfield, L. A. 36, Cal. 
609 Mission Street, Telephone WEbster 8-8512 
° ° . 180) PAC. N. W.—Arthur J. Urbain 
San Francisco 5, California 609 Mission St., S. F. 5, Calif. 
Telephone YUkon 2-4343 
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Another reason why Architectural Record 
leads its field by 1,000 advertising pages a year... 


BUILDING MARKET COVERAGE 


There is no need to speculate about the extent of your building market coverage 


as an Architectural Record advertiser. 


You can be sure when you advertise in Architectural Record that you are 
reaching those architects and engineers who verifiably are responsible 

for 85% of the total dollar volume of all architect-designed building reported by 
F. W. Dodge Corporation, including both nonresidential and residential 


projects of very small to the largest size. 


You can be sure because Architectural Record is the one magazine that can document 
its building market coverage with Dodge Reports of building activity whose 


completeness and accuracy are assured by more than 1,000 trained newsgatherers. 


Architectural Record is able to match the names of its subseribers against the 
names of the active architects and engineers contained in Dodge Reports 
and accurately determine not only its coverage of the building market as a whole 


but of every major type of building activity.* 


We think you will agree that Dodge-documented coverage of the building market 

is a sound reason for advertising in Architectural Record. It is a basic reason 

why 543 building products manufacturers (two-thirds of all advertisers 

in one or more of the three major architectural magazines) are putting the Record 
ahead of its field by 1,000 advertising pages a year. 


* Ask for our latest detailed market coverage checks covering the states of Pennsylvania, 


Lousiana, and Texas. 


F.w. DODGE 


i Architectura 


‘workbook of the 
p C 0 lr active architect 
CORPORATION and engineer” 
119 West 40th Street 


New York 18, N.Y. 
OXford 5-3600 





Bullock's Westwood Store, Los 
Angeles, Calif. Welton Becket 
F.A1.A. & Associates, architects; 
Douglas M. Simmonds, photographer. 











Five more reasons why 
The Record leads its field by 1,000 advertising pages a year: 


1. Editorial timeliness and balance: 
Editorial content is balanced scientifically 
with the aid of Dodge Reports in terms of all 
types of buildings architects and engineers 
are currently designing—the types of 
buildings that mean business for architects, 
engineers and advertisers. 


2. Editorial quantity: The Record con- 
sistently carries more editorial pages than 
any other magazine serving architects and 
engineers (30% more in the first six months 
of 1953). 





3. Reader preference: In 50 out of 56 
readership studies (sponsored by adver- 
tisers and agencies) for which results are 
available—and in all sixteen such studies 
since January 1952—architects and en- 
gineers have rated Architectural Record 
first. 

4. Circulation: Architectural Record 
reaches more architects and engineers 
than any other architectural magazine. 


5. Lowest cost: Per page per thousand 
architects and engineers. 








budgets used by industry, in order 
to absorb as much of the excess 
profits tax as possible. With the tax 
removed there would be a reversion 
to normal advertising expenditures. 

This organization would not be in 
favor of setting up a reserve fund 
of 5% of its sales volume, which 
would be usable only for advertising 
and research work, as this would be 
in excess of the amount which we 
normally spend. 

There is no coercion used, at the 
present time, to force business to 
spend more than an amount dictated 
by the needs of business for the 
purposes indicated and no good rea- 
son exists why one should volun- 
tarily subscribe to a plan which in 
the final analysis would invite such 


coercion. 


® I MOST HEARTILY approve of the 
proposal to enable corporations to 
establish a tax-free reserve fund for 
advertising and research. 

This plan, when in effect, would 
benefit the many medium sized or- 
ganizations which are immediately 
affected by general business condi- 
tions, competition or buying trends 
upon a widely diversified line of 
products. It would likewise act as 
a steadying influence or balance 
upon the activities of the advertis- 
ing and research departments, al- 
lowing for more long range plan- 
ning 

In many ways both product re- 
search and advertising activities too 
often directly reflect the then-cur- 
rent sales picture, leaving future 
problems to be surmounted as they 
appear. An established, tax-free 
reserve fund would obviously en- 
courage, revive or stimulate the 
much needed research activity and 
would also assist in the develop- 
ment of smoother, less harried ad- 
vertising campaigns. 

If such a plan can be put into ef- 
fect in a manner as outlined by Mr. 


148 / industrial Marketing 


Lasser, it will be good for industry 
and industry should support it. 


By W. M. Reed 


@ IT SEEMS TO ME that a_ plan 
whereby corporations would be per- 
mitted to establish tax-free reserve 
funds during years of high sales 
volume to be used exclusively for 
advertising, sales promotion and re- 
search in less favorable years is a 
most practical and desirable pro- 
posal. It would eliminate’ the 
tendency to reduce appropriations 
for these 
periods of declining sales volume 


important functions in 
when they are most needed. 

I think the plan deserves the sup- 
port of industry and with a _ busi- 
ness-minded administration in 
Washington, it should receive favor- 
able consideration as an aid in 


maintaining a more level economy. 


By A. F. Metz 
President 


ne Konite 


® THIS PROPOSAL has a precedent in 
tax deductible funds set aside for 
charitable and welfare purposes fol- 
lowing approved methods. It is also 
somewhat similar to the tax deduc- 
tible reserve set aside by steamship 
companies for the building of new 
ships. 

When tax rates become confisca- 
tory in nature, we are bound to 
get suggestions that will seek to 
exempt from taxation funds that are 
set aside in profitable years to be 
applied constructively in non-profit- 
able years. It is quite obvious that 
such policies are healthy. They will 
unquestionably do much to level the 
business cycle and offset to some 
degree the socializing effect of the 
fantastically high and progressive 


tax rates which, in substance, serve 
to penalize the successful business. 

In my opinion it would be far 
better to strive for tax rate limita- 
tion where such rates exceed the 
point of diminishing returns (as 
they do now). Unlimited taxing 
power is proving destructive and the 
day has arrived when we must give 
the most serious consideration to 
limiting all tax rates before they 
destroy the substance that is being 
taxed. When. this is done, there 
will be no urge to seek special con- 
sideration for the reserving of funds 
to be spent at a future date 


By A. D. R. Fraser 
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® MR. LASSER’S suggestion that each 
company be allowed a deduction of 
5° of its sales volume as a reserve 
fund for advertising and research is 
certainly an ingenious one. I be- 
lieve, however, that the plan needs 
more study because of the many in- 
herent differences between indus- 
tries. 

We, at the present time, feel that 
we have an advertising and research 
budget which has at least kept pace 
with our expanding operations and 
we do not believe we could justify 
total expenditures running to the 
extent of 5% of sales. On the other 
hand, for a company selling direct 
consumer products 5° is only a 
small percentage of their total ex- 
penditures for advertising alone. 
Perhaps a more reasonable approach 
for all industry would be to con- 
sider a percentage of profit before 
taxes, in similar fashion to the 5% 
allowed for charitable contributions. 

Research combined with produc- 
tion ingenuity ably aided by sales 
promotion and advertising has 
sparked our economy and provided 
an ever increasing standard of liv- 
ing. Maintenance of this program 
is vital for future progress and our 
national safety but I feel Mr. Las- 
ser’s proposal in its present form 
would tend to be abused. ® 











BUT ...IT TAKES CONFIDENCE TO CONCENTRATE! Furthermore, The Journal is ready and anxious to help you 
No advertising man questions the value of concentrating in obtain the proof you need to justify this confidence. Our 
the leading publication in order to dominate his field. But it 
takes confidence to concentrate. The advertiser must have 
confidence that the publication is serving the industry 
editorially . . . that its circulation adequately covers the 
industry ... that it actually reaches the men of the industry 
who influence buying, and is read and valued by them more buyers . . . their preference for oil papers . . . and type of 
than any other publication in its field. advertising they prefer . . . as well as a host of other data 


Industry Census Bureau and field research activities operate 
on a continuing basis to build and maintain such vital infor- 
mation as where and in whose hands buying power is placed 
. .. the amount of influence that advertising exerts on these 


There is abundant proof that advertisers have that confidence immeasusably valuable to you. This unending study is your 


in The Journal for in the last four years they placed more 
pages of advertising in The Journal than in any other the Oil Indastry and is keyed to its ... and your... needs. 
magazine in the world. (Any of the above information is yours for the asking.) 


assurance that The Journal constantly follows the growth of 


More than that, we invite you to prove for yourself, at our expense, ~ ——— Research Department, headed by 
the extent to which your own list of customers and prospects con- plan ness 4 Ragin On ys tie Pw 
centrate their reading in The Journal. Mail to your own list (up to application of your equipment in all segments 
500) . . . your own letter asking questions on readership . . . have of the petroleum industry; help you in deter. 
replies sent to you . . . tabulate the returns yourself . . . then bill mining merket potentiols and other essential 


The Journal... WE PAY THE COST, win or lose! _ 


“Concentrate your advertising in The Journal ... CONCENTRATION GETS RESULTS” 


TULSA @ NEW YORK @ CHICAGO @ HOUSTON @ Ap 
PITTSBURGH @ LOS ANGELES @© ENGLAND 
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Knowing how to reach these important buying infilvences 
in the plants that do the most buying is second in im- 
portance. 


Plant Engineering's phenomenal growth in the past six 


years has earned its place as the unofficial magazine 
of the plant engineering men in this country. 
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Knowing the buying influences of your product is basic . . . in the creation of 


your advertising campaigns. 

The buying influence of the Boeing Aircraft Company provides a typical 
example of just how important the plant engineering men are in the purchasing 
of industrial plant equipment. Here is an excerpt from an article on the 
Plant Engineering Department, written by Mr. Roger Holman, Assistant to 
the Vice President of Boeing Aircraft Company. Note the highlights of this 


article shown here. 


HERE’S WHY... 


1, Reaches over 36,000 piant engineering men... more than any other 
industrial business magazine. 


2. Reaches over 26,000 plants in the United States, which are responsible 
for purchasing 85% of the country’s industrial plant equipment. 


3. Reaches more plants with 100 employees or over, than any other 
industrial plant operating magazine. 


4. Pin points your sales message to the number one buying influence of 
plant equipment, at the lowest cost per thousand. 


5. Guarantees editorial material in every issue of vital interest to all of 


its readers. REMEMBER SELL THE PLANT ENGINEER 


For more detailed facts ... write for PLANT ENGINEERING's "Comparison ... AND YOU'VE SOLD YOUR PRODUCT 
Test”. Technical Publishing Company, 110 South Dearborn St., Chicago, Ill. 





No matter what you want photographe 
— an industrial plant, inside or out; 
a ship, a tractor on someone's 

farm, elevator cable in a new 
skyscraper, the interior of a modern 
home, an aerial view of a bridge or 
pipeline, a model wearing your 
product — in black and white or color 
— INTERSTATE will get the photos 
anywhere in America, and a complete 
story write-up as well if you want it. 


But here's the best part: we do all the 
dirty work. Just tell us what you 
want photographed, where, and whom 


we should contact. We'll get in 
WHA T YOU GET FROM touch with the consumer, get 
approvals, arrange shooting schedule 


IN I E RS [A IE . . «all in the most diplomatic 


possible manner. 


YOU CANNOT GET FROM ANY We trerushy wit» and pcha 
OTHER PHOTO ORGANIZATION ——pevisrtype of eign che 


words, we won't assign a news 


IN AMERICA / photographer to handle an 


architectural coverage, etc. We 





Location Photography « Commercial Photography always get releases and captions . . . 


Illustrative Photography « Performance Data —° “°™Plete story ones 
Then the whole job is given 


to you as a package, fast! 


A GO-GETTING NETWORK OF 


2100 PHOTOGRAPHERS AND REPORTERS _/NTERSTATE SERVES 
ADVERTISING AGENCIES 


MAGAZINES 
PUBLIC RELATIONS COUNSEL 
INDUSTRY 





_ INTERSTATE 
COMPLETE COVERAGE ANYWHERE IN AMERICA PHOTOGRAPHERS 


WITHIN 24 HOURS IF NEED BE DIVISION OF INTERSTATE INDUSTRIAL 
REPORTING SERVICE; INC. 


ALEXANDER ROBERTS 
General Manager 


247 West 46th Street © N. Y. 36, N. Y. © Clrele 6-4950 
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Membership hits record 4,098 


Annual report of NIAAA shows 
gain of 339 new members; 


annual conference earns $8,311 


@® NEW yorK .. An all-time high of 
4,098 members was attained by the 
National Industrial Advertisers As- 
sociation during the past year, 
NIAA has announced in its annual 
report. 

The membership figure repre- 
sented a gain of 339 members, 307 
of whom joined the 33 NIAA chap- 
ters, while the other 32 are mem- 
bers-at-large. The complete mem- 
bership is divided as follows: 2,410 
active members, 1,686 associate 


members and 2 junior members. 

Income for the organization dur- 
ing the year included $59,910 for 
membership dues, $1,637 from sales 
of publications, $485 interest on 
bonds and $99 other income. 

This income, added to $8,311 net 
income from the annual conference, 
brought total income for the year to 
$70,443.32. Expenditures of all 
kinds including operation, 
public relations, membership pro- 
motion, mailings, projects and 
awards totalled $66,673.86, which left 
the association with an operating 
income of $3,769 as of June 30. 

Committee reports included a 
complete record of activities of the 


office 


Wag .. Space rep Warren Shew of Electronics wags a finger for photographer at clinic 


of Eastern Industrial Advertisers, Philadelphia. 
space selling (from left): William Daub, industrial ad manager, Sun Oj] Co 


Others with him in panel discussion of 
; Don McSorley, 


an industrial ad manager at Du Pont; and Dave Arnold, media director, Gray & Rogers. 


News 


National headquarters + 1776 Br 
William C. Sproull, president 
Blaine G. Wiley. executive secretary 


adway, New Y 


NIAA Industrial Advertising Re- 
search Institute, which came into 
being July 1, 1952, with $86,775 an- 
nually for three years pledged by 
340 subscribers. 

A report on the institute's first re- 
search study, covering the handling 
and evaluation of inquiries, by 
James E. Jump & Associates, New 
York, is now being processed for 
distribution to NIAA members. The 
second study, “How to Establish the 
Industrial Advertising Budget,” by 
Barrington Associates, New York, 
is scheduled for completion this 
year. 

Other research projects being 
considered by the institute include 
studies on exhibits and trade shows, 
industrial direct mail, and what in- 
formation advertisers want from 
publishers. 

Briefest committee report in the 
annual report was that of the res- 
olutions committee. The report, i 
its entirety: 

“This committee had an easy time 
of it during 1952-53 because there 
were practically no resolutions sub- 
mitted,” 


Advertising technicians aren't 


enough, Sproull warns admen 


&% NEW yorK . . Be business men 
first . . advertising technicians sec- 
ond. 

That advice was urged upon in- 
dustrial admen by W. C. Sproull, 
director of advertising, Burroughs 
Corp., Detroit, and president of the 
National Industrial Advertisers As- 
sociation, at the opening luncheon of 
the season for the Industrial Ad- 
vertisers of New York. 

“Advertising management must 
continually share with other man- 
agement the responsibility for ob- 
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jective guidance in defining market 
goals, developing plans, and ap- 
praising results. We will seize the 
opportunity to show management 
that their problems of production, 
distribution, and revenue really 
concern us,” he said. 

Mr. Sproull told his listeners that 
advertising men must arm them- 
selves with a long range forecast of 
the general economic outlook, know 
the general course of their indus- 
tries, and evaluate the position of 
their companies within the specific 
industry. 

Mr. Sproull’s remarks were the 
opening salvo in IAA’s program for 
ithe season, for which the theme will 
be, “industrial marketing leader- 
ship.” Each event and each project 
will be aimed at helping the indus- 
trial advertising man realize his full 
potential as a leader and a member 
of the management team. 

The October meeting of the group 
will hear tax expert J. K. Lasser 
discuss his now famous “funded ad- 
vertising reserve” plan, originally 
brought forth at the Pittsburgh 
Conference. J. C. Olsen, partner in 
Booz, Allen & Hamilton, survey or- 
ganization, will address the Novem- 
ber meeting on the organizational 
functions of industrial sales promo- 
tion. Arthur H. (“Red”) Motley 
publisher of Parade, will speak in 
December about the need for co- 
operation between advertising and 
management during the coming pe- 
riod of “hard sell,” while the an- 
nual Old Timers’ meeting, sched- 
uled as usual for January, will fea- 
ture a group of veteran IAA mem- 
bers qualified to discuss methods by 
which the industrial advertising 
man can increase his value to his 
own management. 

Under the chairmanship of John 
C. Lueas, Hazard Advertising Co., 
the chapter is launching a member- 
ship campaign, setting as its quota 
a 50% increase in the current total. 
The drive is based on the concept 
that NIAA is an organization of in- 
dividual memberships, and should 
therefore be of service to the pro- 
fessional industrial marketing man 
in his efforts to become a member 
of the management team. A pros- 
pect list is being worked up, under 
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the guidance of John N. McCrack- 
en, Union Carbide & Carbon Corp., 
and promotional activities for the 
drive will be supervised by Dan 
Charny, G. M. Basford Co. 

Plans for the campaign were de- 
veloped as a result of suggestions 
exchanged at the Chapter Leaders’ 
luncheon held during the 3lst An- 
nual Conference 


Wiley will tour nine chapters 
to discuss NIAA problems 

® NEW YORK Executive Secre- 
tary Blaine G. Wiley will tour the 
visiting chapter 
NIAA 


leaders in 


nation in October, 
meetings and_ discussing 
problems with chapter 
nine cities in the Pacific Northwest, 
the West Coast, and the Southwest. 

His itinerary: Oct. 3-5, Denver: 
Oct. 6, Seattle; Oct. 8, Vancouver: 
Oct. 9-10, Seattle; Oct. 11-13, Port- 
land; Oct. 14-17, San Francisco; Oct. 
18-20, Los Angeles; Oct. 21 


> Hous- 


ton; Oct. 22, Dallas; and Oct. 23, 


St. Louis. 


Help sell higher production, 
U. S. ideas, Evans urges admen 
® sT. Louis . . Two new activities 
over and beyond product promotion 
were suggested to the Industrial 
Marketing Club at its silver jubilee 
at the Missouri Athletic Club. 
Keith J. Evans, advertising man- 
ager of Jos. T. Ryerson & Son, Chi- 
cago, and the founder and first 
president of the National Industrial 
Advertisers Association, urged ad- 
vertisers to include a “Make Amer- 
ica Strong” element in their copy, 
intended to stimulate work and ef- 
fort to maintain the 
strength of the country. 
In addition, he said that advertis- 
ing talents and techniques are 
needed in the field of international 
relations, and that organizations like 
the Advertising Council should un- 
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CUT athe finance committee an- 


nounced that it had raised $2,300 in 
cash and promissory notes for the 
fund to establish a permanent head- 
quarters and research bureau for 
the National Industrial Advertisers 
Association. 
Allan Brown, 


man, was encouraged but 


committee chair- 
urged 
more contributions to boost the fund 
to its $10,000 goal. 

The committee on domestic mar- 
keting problems, headed by chair- 
man George H. Corey of the Cleve- 
land Twist Drill Co., were scheduled 
to meet with officials of the Bureau 
of Foreign and Domestic Commerce 
and the Bureau of the Census, in 
Washington, to discuss in detail the 
plans for the test sample survey of 
industrial purchases to be made by 
Division 


the Domestic Commerce 


Qrarye 7 


MARKE’ 


The purpose of the survey was to 
give industry a clear and accurate 
picture of potential markets cover- 
ing the entire U. S. by counties or 
marketing areas. The survey was 
described as the greatest single step 
yet taken to place industrial dis- 
tribution upon a more scientific and 
economical basis. The actual sur- 
vey is to be taken in 1930. 

The Harvard Advertising Awards 
Committee of the National Indus- 
trial Advertisers Association an- 
nounced the annual Bok Award of 
$2,000 for the best industrial adver- 
tising campaign for 1928 appearing 
in newspapers and periodicals. The 
manuscript describing the campaign 
and the actual advertisements were 
required to be submitted in pre- 
scribed form by the deadline date, 
Dec. 31, 1928 ® 





Here’s your 


for evaluating 


your industrial advertising 


S your industrial advertising doing the job you want it to? This 

48-page book, Section I of NIAA’s new Handbook on evaluating 
industrial advertising effectiveness, will help you get the answers. 

Handbook Section I outlines the methods you can use to appraise 
readership... pre-testing, aided and unaided recall, coupons and 
reply cards, split runs, recognition studies. Up-to-the-minute 
techniques for conducting and analyzing such tests are described 
by men who are recognized experts in their fields. 

A copy of Handbook Section I has been mailed, at no charge, 
to each of NIAA’s 4000 members. It’s one of the continuing 
bonuses of NIAA membership. 

Extra copies, and copies for non-members, are available. See 
coupon below. If you have any responsibilities for industrial ad- 
vertising, you can use this working ‘handbook to get the answers 
...and build a better business future for yourself! 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


Chapters in All Principal Cities 


The Advertising Man’s Best Buy! 


NIAAA... the largest individual membership advertising organi 
zation in the world; almost 4000 people associated with industrial 
advertisers, advertising agencies, publications, and the graphic arts 
Chapters located in 33 cities in the U.S. and Canada; memberships 
at-large available to those who do not live in or near chapter cities 


NIAA continuing programs, at the chapter or national level, include 
Advertising Awards, Budget Survey, Business Paper Readership, 
College Cooperation, Conventions and Exhibits, Industrial Ad- 
vertising Effectiveness, Management Relations, Media Practices, 
Research Planning and Control, Interassociation Relations. 


Get the whole story ! 


National Industrial Advertisers Association 
1776 Broadway, New York 19, N.Y. 


Please send me copies of Section I of the NIAA 
Handbook. (Price $2.50 per copy for members; $5.00 per 
copy for non-members) 





Check enclosed —__ Please bill me 


Name 

Chapter (if a member) 
Company 

Address 

City 














NIAA NeCWS 


dertake to make friends abroad by 
explaining the American idea in 
terms that peoples everywhere can 
understand and appreciate. 

Mr. Evans reviewed the early 
days of the NIAA, and related some 
of the incidents which led to the 
organization of the association in 
Milwaukee in 1922. 

Sewell Oakleigh R. 
French & Associates, is president of 
IMC, and Harry von Thomas, Buss- 
man Mfg. Co., 
monies at the jubilee party, which 
many 


Pangman, 


was master of cere- 


attracted attendance from 
parts of the country. 

Griff Williams, famous orchestra 
leader, now on the advertising staff 
of Electric Light & Power, provided 


the entertainment. 


Hays, Buzby named 
NIAA associate directors 
® cuicaco . . George O. Hays, pres- 
ident, Penton Publishing Co., Cleve- 
land, and G. Carroll Buzby, vice- 
president, Chilton Publishing Co., 
Philadelphia, were elected to in- 
terim terms as associate directors of 
the National Industrial Advertisers 
Association at a meeting of the 
board of directors in September. 
The board also approved the 
budget for operation of NIAA na- 


tional headquarters in New York. 


Sasso elected publicity 
chairman of NIAA 

® cHicaco . . John Sasso, vice-pres- 
ident, G. M. Basford Co., New York, 
has been elected chairman of the 
publicity committee of the National 
Industrial Advertisers Association. 
He was elected at a meeting of the 


board of directors. 


New officers, Braves, feature 
MIMA initial meeting 
® MILWAUKEE . .Two new officers, 
who replace a vice-president and a 
secretary who found it necessary to 
withdraw from the organization, 
were elected by Milwaukee Indus- 
trial Marketing Association at the 
opening meeting of the 1953-54 sea- 
son 

The new officers are J. A. Duvall, 
A. O. Smith Co., vice-president, and 
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J. M. Costello, Bert Gittins Adver- 
tising, secretary. Mr. Duvall re- 
places Jack Grace, who withdrew 
from MIMA as a result of his pro- 
motion to sales manager of a Nord- 
berg Mfg. Co. 
while Mr. Costello replaces Louis 
Flora, former assistant advertising 


product division, 


and sales promotion manager, In- 
land Steel Products, who has ac- 
cepted a position outside of Milwau- 


kee. 


MIMA keyed its first meeting of 


the season to the Milwaukee Braves, 
and as a result gathered a large at- 
tendance and newspaper and radio 
publicity. 

Following the business meeting, 
members adjourned to the Milwau- 


kee ballpark where a gir! in Indian 
regalia made a presentation of gen- 
uine Indian wampum to a popular 
local sportscaster on behalf of the 
marketing group. 


Don Robertson wins 
‘most valuable member’ award 
® TORONTO .. Don Robertson, Heg- 
gie Advertising Co., was presented 
the Joseph G. Beare Memorial 
Award for “most valuable member” 
at the September meeting of the 
Toronto chapter of the National In- 
dustrial Advertisers Association. 
The award, presented annually by 
the chapter, recognized Mr. Robert- 
son’s work on the chapter publica- 
tion, “AD-ventures.” 


Where travelers can find NIAA activity 


ar 


hapter schedules I the Na 


Chapter 








Better 


More Engineers Listed than ever 
before! IRE membership continues 
to gain and gain! More engineers 
(now 30,000) are listed, and there- 
fore have a direct, personal interest 
in this DIRECTORY. 


Up-to-dateness is almost a mania 
with IRE DIRECTORY compilers! 
Membership lists are corrected up 
to May 30th. Industry lists, com- 
piled and classified by high speed 
IBM sorting methods are accurate 
to June 15th. No firm's report is 
older than 18 months. 


Information at high speed! ‘Data 
the way an engineer thinks” is the 
key to IRE DIRECTORY classifica- 
tions. All products are divided 
into 10 fundamental groups, many 
of which parallel professional 
group organization. The grouping 
plan makes this the fastest working 
directory you ever used!: No com- 
ponents are mixed with test equip- 
ment—you turn right to a section 
where each item belongs. 


Yet good engineering detail is 
maintained. 99 basic classes of 
products under these ten sectional 
product directories keep listings 
from becoming cumbersome, but 
clearly define products. Overlap- 
ping listings are skillfully elimi- 
nated. Simplicity makes this book 
easy to work with—insures faster 
finding of facts when forgotten. 


30,000 


Radio-Electronic 


Engineers will 


receive and use the 
1953 IRE DIRECTORY 


The 1953 IRE DIRECTORY is— 


and Better 


Thus the faults of terminology list- 
ings are avoided. 


Completeness is insured! Most 
firms make many products in a 
single classification. Wasteful, eye- 
confusing relisting of the same 
firms over and over is quite sen- 
sibly solved by using a system of 
codes under the 99 basic headings 
which actually provide 489 sepa- 
rate classifications. A more com- 
plete picture of what each firm's 
full line is results, but you travel 
through fewer listings. The “Copp 
Principle’ of Directory indexing 
makes these lists wide, well 
marked highways to information 
—fast. 


3000 Firms listed. The alphabetical 
directory gives a clear definition 
of these firms by showing any or 
all of the ten fundamental groups 
in which these firms belong after 
every name. 


Machol Edge Index is just one more 
modern service to help the user 
find information fast. 


Ads positioned with reason! In a 
DIRECTORY where ads play an 
important part in supplying infor- 
mation the user wants and needs, 
it makes good sense to cross-ref- 
erence every advertiser in each 
listing so that the user can quickly 
find more detail. Ads are also 


THE INSTITUTE OF RADIO ENGINEERS 


BRyant 9-7550 ee 


ADVERTISING DEPT., 1475 BROADWAY, NEW YORK 36, N. Y. 


and Better! 


placed facing company alphabeti- 
cal listings, or in the product sec- 
tion in which they properly be- 
long. No effort is spared to ‘‘organ- 
ize” ad information. 


More advertisers—more informa- 
tion! Never before have so many 
advertisers served IRE readers 
with so much information! The ad- 
vertisers’ list this year is truly a 
“social register’’ of this great in- 
dustry. 


Economy a service too! In spite of 
a rate increase since last year, due 
to increased circulation it costs less 
per reader than in 1952 to reach 
this selected engineer audience. 
Rates are: page—$420, %4—$280, 
”3;—$140, 1/6—$70, and earned 
discounts apply to Proceedings 
advertisers. Catalog insert rates 
compete with postage—ask. 


Reserve 1954 DIRECTORY 
space now! 


The IRE Directory 


RADIO INDUSTRY 


TELL 


RADIO ENGINEERS 
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SKY, MOUNTAINS AND CONCRETE at $43,000,000 Hungry Horse Dam, world’s fourth largest. The three prime contractors 


in this joint-venture receive 91 copies of News-Record every week. 280 subscriptions to E N-R go to the Bureau of Reclamation. 








480-Million Per Day 


Construction men will spend more than $30-billion 
in 1953 on projects like these. Each project will 
be a new adventure—will never have been done 
before and will never be done again under the 
same circumstances. 

New and unique problems will pop up—in labor 
relations, in financing, in logistics, costs, legalities, 
governmental policies, equipment maintenance, 
materials availability and so on. But all these 
problems will be licked by the same type of people, 
applying the same fundamental principles and 
using the same materials and equipment. Thus, 
each project, though unique, will really be just 
a re-shuffle—a new combination of many common 
elements. 

One of these common elements wherever men 
are building is the weekly copy of Engineering 
News-Record. Because it reports all the news of 
all the forces and factors that are construction, 
it’s the only publication that helps these heavy- 
spending men with all their problems, on all their 
projects. That’s why, wherever and whenever buy- 
ing decisions are made, EF. N-R is there. 

Consistent advertising in Engineering News- 
Record can pre-sell your product before a project 
is announced and continue to sell it all through 
the construction process. Your Engineering News- 
Record salesman can give you additional proof. 
Call him now. 


E N-R Is There 


ENGINEERING 
NEWS-RECORD 


—Are You? 





A McGRAW-HILL PUBLICATION —ABC—ABP 
330 West 42nd St., New York 36, N. Y. 








eee as to — habits. Here are results: 


ENGINEERING NEWS- RECORD 






“Ist ARCHITECTURAL PUBLICATION 

__|1et ENGINEERING PUBLICATION 

_' 3rd CONSTRUCTION PUBLICATION 
2nd ARCHITECTURAL PUBLICATION 

= Ist GENERAL NEWS PUBLICATION 

___. It GENERAL BUSINESS PUBLICATION 

_| and GENERAL BUSINESS PUBLICATION 








Surveys conducted by more than 30 other important construction firms show same pattern, 


CONSTRUCTION MEN PREFER E N-R. $55,000,000 building construc- 
tion firm has worked in fifteen states in past two years. All levels of 
management, executive and supervisory personnel surveyed by its own 


om Ind CONSTRUCTION PUBLICATION 








GLASS UNDER GLASS 
at the new Lever Build- 
ing in New York. Under 
the glass exterior is cel- 
lular glass for insulation. 
E N-R was there every 
week during construc- 
tion. Subscriptions go 
like this: owner—2; archi- 
tect—22; consulting engi- 
neer—2; contractor—107; 
electrical contractor—7. 








































COSTLY CURLICUES. 118-mile New Jersey Turnpike cost almost 
$2-million per mile. NJTP Authority made a readership survey 
among the 37 firms who built the high-speed highway—result 
was News-Record, ten to one, for most useful publication. When 
contracts were awarded, firms who got the business were already 
receiving 636 copies of E N-R every week. By the time the road 
was completed, E N-R was there with 1,007 paid copies weekly. 


















MASS BUT MODERN HOUSING. Parklabrea in Los Angeles, 
one of three modern housing developments owned by a major 
insurance company. In addition to 11 E N-R subscriptions to the 
contractor, the insurance company gets three copies every week. 
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The ABC Idea Overseas 


® This is ABC month, and for that reason it is 
worth while to emphasize the concept of audited 
circulation as a necessary basis for the successful 
and profitable use of advertising. 

The Audit Bureau of Circulations, founded in 
1914, has always been ready to assist advertisers, 
agencies and media in other countries to apply 
this concept to their own problems. It has co- 
operated with the ABC in the United Kingdom, 
as well as offering help in working out organiza- 
tion problems in South America and as far away 
as India 

Because industrial advertisers, as well as man- 
ufacturers of general consumer products, are ex- 
tending their marketing operations to many other 
parts of the world, and because the encourage- 
ment of international trade is the basis of much 
discussion by governments and business men 
everywhere, now seems to be a good time for the 
ABC to extend its services in actively promoting 
the formation of auditing bureaus in other coun- 
tries. 

Many European countries have adopted the 
ABC idea, and are working to give advertisers 
and agencies the benefits of authenticated circula- 
tion reports. Some of these efforts are limited in 
scope, but will grow in value and detail as time 
goes by. Advertisers in the United States will 
profit by the wider adoption of the audit idea in 
all of the commercial nations of the world. 

Since 1954 will mark the fortieth anniversary of 
the ABC, which pioneered in this field, under- 
taking educational and promotional work to ex- 
tend the idea abroad would add greatly to the 
significance of this important milestone in the his- 
tory of the bureau. 


Germany Comes Back 


® The successful comeback of Germany as an 
industrial nation since the end of the war has 
been widely commented upon. The fact that Ger- 
mans are eager and willing to work hard to re- 
store their industries and to develop their mar- 
kets at home and abroad may be the secret of 
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their success one which some other European 
nations have not embraced with equal enthusiasm. 

The mistaken efforts of the United States and 
its allies to reduce Germany to an agricultural 
nation did not prove successful, fortunately for 
Europe and the rest of the world. Many of Ger- 
many’s industrial plants were dismantled and the 
equipment moved to Russia, France and other 
countries as war reparations. 

We have heard of German industrialists who 
have found that this was a blessing in disguise. 
One manufacturer said recently that as a result 
of some of his old equipment being taken out of 
his plant and sent abroad, his company has in- 
stalled new and improved machines which will 
strengthen its competitive position. 

This is an idea which American manufacturers 
have accepted for many years. They don’t have 
to give up their obsolete machinery as war rep- 
arations, but they get rid of it because they know 
that industrial economics demands the use of the 
most modern production equipment, to insure 
low costs and better quality in their products. 
That is the only successful road to a constantly 
rising standard of living for the whole country. 


Curtis W. McGraw 


® The sudden death of Curtis W. McGraw, chair- 
man and president of the McGraw-Hill Publish- 
ing Co., removed one of the leading figures in the 
publishing world. As the head of the country’s 
largest industrial publishing enterprise, Mr. Mc- 
Graw, in his relatively short tenure, carried on 
a program of expansion and development which 
resulted in marked increases in the volume and 
net profits of the company. 

As a person and as a publisher, Curtis McGraw 
was outstanding. He carried on ably the tradi- 
tions of his father, James H. McGraw, Sr., who 
was generally credited with pioneering the high 
standards of editorial service which have made 
the industrial press so valuable to industry and 
so useful to advertisers. 

The passing of Mr. McGraw is a great loss not 
only to his company but to the entire advertising 
and publishing world. 
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This IDEA from Remington Rand... 


provides management with tighter overall sales control 


Now you can complete in minutes a ready-for-action re- 
port for each salesman—one that stimulates and directs each 
fieldman to high-profit calls, to big-volume customers, to 
neglected customers and new customers. 

Making these reports is a cinch the Kardex-Dexigraph 
way. In seconds the Remington Rand Dexigraph gives you 
a clear, error-free photocopy of your Kardex Visible terri- 
tory sales record. Then you quickly jot personal instructions 
in the space provided. In minutes your report is ready to 
send directly to your salesmen. 

Kardex Visible plus Dexigraph transforms the fact power 
of your sales records in the office into actual sales power in 
the field. Helps you minimize wasted sales efforts now, when 
the cost of personal sales contact has ballooned higher than 
ever before. Helps you tighten overall sales control! 


Remington. Fland. 


PROFIT-BUILDING IDEAS FOR BUSINESS 


You can use Dexigraphed Visible Records to Emphasize 
Your Instructions, Check on Results, Assist in Making Terri- 
tory Adjustments, To Strengthen Your Personal Contact 
With Your Men. 

And your salesman discovers these important benefits in 
Dexigraphed Visible Records: He can Make Instant Anal- 
yses, Plan his work—and work his plan—without wasting a 
minute, Determine his Progress by comparing current with 
past visible records, Carry The Report As A Constant Re- 
minder. 

Kardex-Dexigraph method of management-directed sell- 
ing is Only one of many profit-building ideas your Reming- 
ton Rand representative can offer. Ideas using electronic 
equipment, punched-card methods, microfilming methods, 
simplified billing, etc. Give him a call at your nearest Rem- 
ington Rand Business Equipment Center today. He’s listed 


in your telephone directory. 


FREE BOOKLET—“Step Up Your Sales Attack” 
For complete details on how to use Kardex-Dexigraph System to 
stimulate your salesman with action-compelling reports write 
today for your free copy. Learn all about the many other money- 
saving uses for Dexigraph in your office—for copying inquiries, 
correspondence, contracts, testimonial letters, specifications, mar- 
ket and price data—in fact anything written, printed, or drawn 

Address requests to Remington Rand, Room 1286, 315 Fourth 
Avenue, New York 10, N. Y. Ask for booklet D217. 
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“advertising in business publications... 
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of which we do a very great deal, commands our best 


talents. And we have noted with enthusiasm the results of the 
efforts of both ABC and CCA members working together 


through National Business Publications to make their 


publications still more useful and productive.” 
Fairfax M. Cone 


Men and women who plan and 
produce the 147 member-magazines of 
NBP realize that, when the best brains are 
applied to the building of advertising, 
results follow. They know, too, that as 
publications are made more useful to 
readers they become more productive for 


advertisers, There is only one organization 


in which executives of both ABE and CCA 


audited business publications can join to 


discuss their common aims. Rapid growth 


of this group—NBP—gives clear indica- 


tion of the soundness of its purpose 


; £0 


produce greater publishing values through 


united business press. Today, NBP is 


the 


largest association of its kind in the world. 





NipiP 


For a United Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


1001 FIFTEENTH STREET,N.W. + WASHINGTON 5,D.C. + STerling 3-7535 


The national association of publishers of 14? 
technical, professional, scientific, industrial, 
merchandising and marketing magazines, 
having a combined circulation of 3,440,542 
... audited by either the Audit Bureau of Cir- 
culations or Controlled Circulation Audit, 
Ine... serving and promoting the Business 
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Press of America...bringing thousands of 
pages of specialized know-how and ad- 
vertising to the men who make decisions 
in the businesses, industries, sciences and 
professions ... pinpointing your audience 
in the market of your choice. Write 


for complete list of NBP publications. 


INC. 





Fairfax M. Cone is 
President of Foote, Cone 

& Belding, where top copy- 
writers and art directors 


are responsible for business 


publication advertising no 


less than for consumer 

advertising. Former chairman 

of both the American 
{ssociation of Advertising 
{gencies and the Advertising 
Council, Fairfax Cone is 

a member of the Advisory 
Council of the former and 

a director for life of the 

later. He is also a director 
of the Advertising 


Federation of America. 





advertising | VO]UMME sitter ea vet rues 10% 


A total of 264 business publica- 


. * 
1n business papers tions reported an increase of only 
1.6% or 573 pages of advertising for 
September, 1953 as compared with 
September, 1952. This is somewhat 
below the average monthly increase 
of between 3° and 4% reported 
thus far in 1953. The year to date 
increase remained steady with a 
3.9% or 11,840 page gain for ’53 
over °52. 
September ‘volume 1.6% (in pages) over 1952 The 162 industrial publications re- 
porting to IM showed a bare 0.5% 





1953 1952 pagechange % change 
gain amounting to 105 pages for the 


month, and a 3.3% increase (6,430 
pages) for the year to date. The 19 





export papers showed a loss of 
10.7°7, (142 pages) for September in 
1953 as compared with 1952 and a 
3.8% (398 pages) decrease in the 
year to date total 
class iCé ‘ Jaine ¢ 

Year to date volume 3.9°) (in pages) over 1952 Bn ae aa 
1953 1952 pagechange % change 762 pages (8.2°.) for the year thus 
200,550 194,120 WK TT far. The 52 trade papers showed a 
- on a a 3.5% (225 pages) increase for Sep- 
mcs nharict edi tember and a 5.5% (2,898 pages) for 
95,920 a Joneses the year to date. Product news pa- 
23,348 21,986 rd r 8.2 pers gained 6.7% (189 units) in 
10,016 10,414 3 3 September and 4.7% (1,148 units) 

314,777 302,937 + 11,840 t for the year to date. 





3 page units 29,3 


September pages Pages to date September pages Pages to date 
Industrial group 1953 1952 1953 1952 Industrial group 1953 1952 1953 1952 








ml 466 
yommercial Car Journal 183 200 17 1720 
‘ spe , 1739 


Air Force g95§ 37 Bulletin l 


American 
American Brewer 53 4: é vonstructi I 169 155 1633 1489 
American | ¢ 17 1591 ‘onst 16 ¢ ‘¢ 674 
American . 

American 
American 
Americar 

Analytical 
Architectura 
Architectura 


Autom 


Dyes 


i 
vi 


Aviati 
Baking 
Bedding 
Better I 
Be 


Brew 





Canner 

Ceramic 
Chemic« 
Chemi 

Chemica 
Chemic« 
Civil Er 


Coal 


158 / in justrial Marketing 





pert. 


ve - 


v 


iv 
ad 
@©eeee 


3 BILLION 
DOLLAR 
RESEARCH 
MARKET 











...and you'll see that the research and analytical chemists in 
the Chemical and Process Industries’ laboratories do the bulk 
of specifying and buying of research, analytical and plant con- 
trol instruments, laboratory equipment and apparatus, reagent 
and research chemicals, and component parts for instruments 


You don't have to look far to see the sales potential that will be 
yours when you direct your products’ advertising to these men 
in ANALYTICAL CHEMISTRY, the meeting-place of the 
professional chemists and chemical engineers in the 
$3,000,000,000 research market. They read every issue of 
ANALYTICAL CHEMISTRY because it is the on/y magazine 
that provides them with technological data about the latest 
developments in their highly specialized field... developments 
that appear on both the editorial pages and the advertising 
pages. That's why there's a steadily growing list of advertisers 
who have learned that — 


ANALYTICAL 
CHEMISTRY 


sells the 3 billion dollar 


research market 





An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO e¢ CLEVELAND e¢ SAN FRANCISCO e¢ LOS ANGELES e¢ SEATTLE ¢ DENVER e¢ DALLAS 
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The textile industry 
is a BIG and 





ACTIVE market 





Tne TEXTILE INDUSTRY in the United 
States operates 6,514 plants with over... 


595,000 Looms 
125,000 Spinning Frames 
(31,153,124 Spindles) 
100,000 Cards 

Thousands of Pumps, 
Compressors, etc., — a total 
of over 1,500,000 major 
machines with 800,000 Motors. 


To give suppliers a more detailed under- 
standing of the scope and importance of 
the market, TEXTILE INDUSTRIES has 
prepared detailed studies of a number of 
mills showing installed machinery and 
annual purchases ...a T. I. representative 
will gladly go over this with advertisers 
interested in the market. 
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Selected annual purchases of two typical 
mills are... “MILL A”, with 56,000 spin- 
dles and 1,400 looms: Paint, $78,069 ; 3,300 
gallons lubricating oil; 1,472 flourescent 
light tubes ; 33,694 lb. of cup grease; pack- 
ing materials, $70,196; electrical supplies, 
$50,610; Loom Repair parts, $49,389 ; Toil- 
et Tissue $1,465 and 22,526 pencils. “MILL 
B”, Dyeing and Finishing including mer- 
cerizing and sanforizing: Caustic Soda, 
$173,865; Dyestuffs, $439,498 ; 427,584 Ib. 
reducing agents; 117,410 Ib. 
agents; 744,080 lb. salt; bleaching agents, 
$108,338, etc. 


wetting 


Why not ask us for figures on machinery 
equipment or supplies which you are par- 


ticularly interested in?” 





NBP—CCA—ABC 


Textile Industries sells the textile industry 


American textile plants have brought op- 
erating efficiency, machine speeds and 
production to a high point hitherto un- 
known to an age-old industry. Textile mill 
engineers, testing and research organiza- 
tions, textile and industrial machinery 
manufacturers, equipment and_ supply 
manufacturers, and textile publications 
have all cooperated in establishing a major 
portion of the world’s textile production in 
the U.S. A. 

TEXTILE INDUSTRIES has been and is an 
important factor in the development of the 
industry. Founded in the heart of the 
Southern textile area 54 years ago, it has 
continued to concentrate on manufactur- 
ing and production problems. Throughout 
the years T. I. has offered readers a prac- 
tical medium for interchanging ideas on 
materials, methods and equipment. 
TEXTILE INDUSTRIES is a general textile 
publication dealing with: 
Spinning—Covering 97% of U.S. spinning 
mills with 99.8% of the spindles. 


Weaving—Covering 91°) of the weaving 
mills and 99.6% of the looms. 


Knitting—Covering 82°) of the knitting 
mills with 97% of the knitting machines 
and offering more operating information 
than even strictly knitting publications. 


Dyeing, Bleaching and Finishing—Reach- 
ing not only officials and superintendents 
but also dyers, chemists and finishers in 
90% of the plants with 95% of the pro- 
duction and featuring more editorial mate- 
rial on wet processing than any other 
general textile publication. 

TEXTILE INDUSTRIES and only TEXTILE 
INDUSTRIES offers advertisers this com- 
bination of unit coverage plus the buying 
power penetration that is necessary to 
serve this big and active market. 

eee 


TEXTILE INDUSTRIES,806 Peachtree Street, N. E., 


Atlanta, Georgia 
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September pages 


Industrial group 1953 1952 


Pages to date 
1953 1952 





Gas Age (bi-w.) 85 87 
Heating & Ventilating 94 94 
Heating, Piping & Air Conditioning 200 180 
House & Home 15 131 
Ice Cream Review 77 13¢ 
Industrial & Engineering Chemistry °113 13% 
justrial Finishing (4!/2x61/2) 12 
Industrial Laboratories 147 130 
Industry & Power 109 
Inland Printer 
Interiors 
Iron Age (w.) 
Laundry Age 
Lumberman 
Machine & Tool Blue Book (4!/2x6!/2) 
Machine Design 
Machinery 
Manufacturers Record 
Marine Engineering 
Transportation 
Materials & Methods 
Mechanical Engineering 
Mechanization 
Metal Finishing 
Metal Progress 
Metal Working 
Mill & Factory 
Mining Engineering 
Mining World 
Modern Machine Shop (41/2x61/2) 
Modern Metals 
Modern Packaging 
Modern Plastics 
Modern Railroods 
National Petroleum News (w.) 
National Provisioner (w.)* 
National Safety News 
Oil & Gas Journal (w.) 
Organic Finishing 
Pacific Builder & Engineer 
Packaging Parade (93/gx12) 
Paper Industry 
Paper Mill News (w.) 
Paper Trade Journal (w.) 
Petroleum Engineer 
Petroleum Processing 
Petroleum Refiner 
Pit & Quarry 
Plant 
Plant Engineering 
Plating 
Power 
Power Engineering 

actical Builder 
Printing Magazine 

f the LR.E 


igineering 


Mass 


yressive Architectur 

hasing 

hasing News 
Frozen Foods & the I 
Plant 

Railway Age (w.) 

Railway Freight 


Railway tiv 


com 
-urchases 


signaling 


I 
Railway }f 
‘ 
: 


Railway 
mmunications 

Railway Track & Structures 

Roads & Streets 

Rock Products 

Southern Lumber Journal 

Southern Lumberman (semi-m 

Southern Power & Industry 

Steel (w.) 

Telephone Engineer (semi-m« 

Telephony (w.) 

Textile Industries 

Textile World 


Timberman 
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September pages 


Industrial group 1953 1952 


Pages to date 
1953 1952 
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1530 1382 
135] 1361 
33 342 
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September pages 
1953 1952 


Pages to date 
1953 1952 
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Electrical Equipmen 
Industrial Equipment 
New Equipment Digest 

ict Design & 
Transportation Sur 
Total 
September pages 


Trade group 1953. 1952 


1613 1459 
3412 3832 
7353 7384 
: 6004 

2042 

2650 
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24,195 
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This editorial is appearing in the October 


1953 issues of MeGraw-Fiill publi ations 


reaching more than one million patd subscribers. 


stED, 


° 
° 


The Reader * 


a 


? 


PQ AHE ABC that appears in the symbol at 
the top of this page stands for Audit 
Bureau of Circulations. The symbol ii- 

self is an emblem of cooperation, in which every 

subscriber to this magazine has an interest. 

The Audit Bureau of Circulations is a volun- 
tary, non-profit, cooperative association. It was 
founded in 1914 and now consists of 3450 ad- 
vertisers, advertising agencies and publishers in 
the United States and Canada. This magazine is 
proud to be a member. 

ABC. originally was set up to help take the 
racket out of publishing, to eliminate the waste 
and guesswork then so prevalent in’ publishing 
and advertising, to establish order and confidence 
in place of the misunderstanding and misrepre- 
sentation that arose from unverified circulation 
claims and dubious circulation practices. Its mis- 
sion was to protect the interests of both readers 


and advertisers. 


circulation.”’ Then it established standards 


pps ir pip by first defining the term ‘paid 


and rules to govern subscription sales practices 
and records. Finally it set up an auditing organi- 
zation to verify the claims and report the facts 
concerning the circulation of each member pub- 
lication. It now maintains on that job a working 
staff of sixty-five full-time auditors. So the ABC 
symbol has become the hallmark of circulation 
standards and advertising values. Each member 
publication must maintain those standards if it 
wishes to retain its membership and display the 
ABC symbol. 

This ABC audit is no perfunctory affair. When 
a business publication, such as this one, becomes 
a member of the Bureau, it agrees that the auditors 
shall have “‘the right of access to all books and 
records.” Their inspection, therefore, may cover 
any part of its operations. Original subscription 


orders, payments from subscribers, paper pur- 


9 


> His Mark 


° 


. 
Curcnat 


chases, postal receipts, arrears of payments, and 
many more items are painstakingly checked by 
the auditors. In many instances they go behind the 
records to seek verification from subscribers them- 


selves as to the terms of their subscriptions 


N DOING ITs JoB, ABC has created many values 

for both publishers and readers as well as for 
advertisers. That is because the publication that 
becomes a member of ABC thereby offers the 
strongest possible guarantee of its primary devo- 
tion to the interests of its readers. The function of 
a business magazine is to be useful to its readers, 
When this service is rendered by an ABC publi- 
cation, it is constantly subject to the practical test 
of reader acceptance and approval. As each sub- 
scriber has the right to purchase or refrain from 
purchasing an ABC publication, that collective 
right confers upon the readers the power to say 
whether or not the publication will survive. Thus 
the report on its ABC audit provides the most 
direct assurance that a publication stays in business 
only because of a voluntary demand by readers who 
find its editorial service responsive to their needs, 

Naturally, the editor of each business publica- 
tion follows closely the score thus racked up by 
his paper in its ABC reports. In the scope and tone 
of his editorial coverage and treatment, in the 
selection and presentation of his editorial content, 
he must constantly labor to maintain and enhance 
the readers’ acceptance of his efforts. That is why 
the editorial standards established by ABC pub- 
lications set the editorial standards for all publish- 
ing. That is how the ABC constantly stimulates its 
member publications to become even more useful 


to their readers. 


ND THAT IS WHY the ABC symbol has become 
A the Mark of the Reader, a constant reminder 
that his willingness to pay for an ABC publication 
is the acid test of its value both to him and to its 


advertisers. 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


=> 
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REFERRED 


‘Take ‘NDUSTRIAL ADVERTISING 


‘Everyone concerned considers 
your publication a very worth 
while and valuable contribution 
to the field of marketing.”’ 


With a Harvard background consisting of an A.B., 
graduate engineering study, and an M.B.A. behind him, 
Mr. Duane joined Remington Arms Co. in 1935 to do 
market research. Two years later he transferred to 
Krebs Pigment and Color Corp., managing the trade 
Says John P. Duane analysis division until 1942 when he moved to Wash- 
Director, Market Research ington to become deputy chief of the Plastics and 
Interchemical Corporation Protective Coatings Branch in the Chemicals Bureau 
of the W.P.B. He has been on his current job with 
Interchemical since 1946. 


“IM is as much a tool of 
my trade as my typewriter. 
I read it regularly from 
cover to cover.” 


“Scotty” Sawyer left Brown University in 1930 
and immediately jurnped into the field of ad- 
vertising as an announcer for WJAR, 
Providence. He joined Chirurg when organized 
in 1933, doing almost everything except sweep- 
ing the floors, until he moved up to Veep on 
copy, which included a five year stretch in 
Chirurg’s New York office. When Scotty gets 
through with writing for clients, he still likes to 
write. For instance: a series of IM articles, “How 
to Advertise to Businessmen”. In 1951 he was 
named to his present position, affecting both the 
New Yerk and Boston offices. 


Says Howard G. Sawyer 

Vice President in Charge of 
Plans and Marketing 

James Thomas Chirurg Company 
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“I look forward to reading 
IM each month ... In view of 
its top-level presentations, 

it is circulated to our 

sales executives.” 


While studying for his degree as a chemical engineer, 
Mr. Diehl developed a broad experience in the chemical 
field through part-time service with several industrial 
manufacturers. After service in the armed forces, and 
his subsequent graduation from the University of 
Detroit, Mr. Diehl joined Wyandotte Chemicals Corp. as 
a technical service representative, became advertising 
manager in 1950. He is currently serving his second 
term as secretary of the Industrial Marketers of Detroit 
(NIAA Chapter). 


Says Corman J. Diehl 

Manager, Advertising 

Michigan Alkali Division 
Wyandotte Chemicals Corporation 


“Every issue carries valuable 
ideas and articles often 
mentioned over luncheon talk 
and at our department meetings. 
Yes, IM helps us a great deal.” 


After receiving his B.S. in Mechanical Engineer- 
ing from the University of North Dakota in 
1937, Mr. Ziegenhagen joined the General 
Electric Company. Beginning as a student engi- 
neer, he served GE in Pittsfield and Schenectady 
in sales promotion and account supervisory 
capacities until joining the Navy in 1943. Upon 
his return in 1946, he handled advertising and 
sales promotion for several of GE’s product de- 
partments until 1952 when he moved to Worth- 
ington Corporation in his present capacity. 


Says M. E Ziegenhagen, Manager 
Advertising & Sales Promotion 
Worthington Corporation 


4k?) BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


Industrial Marketing 


200 East Illinois St. © Chicago 11 
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Trade group 


September pages Pages to date 


1953 1952 1953 1952 Export group 





Southern Buildin 
Southern Ha 
Sporting Goods 
Sports Age 
Super M 
Variety Store Merchc 
Wood Const: 


irket Mer 


September pages 
1953 1952 


Pages to date 
1953. 1952 





September pages Pages to date 
1953 1952 1953. 1952 





American Restaurant 
Banking (7x10 3/16) 
hain Store Age 


Fountain Restaurant Combinatior 


leaning & Laundry World 


Dental Surve 
Fountain & Fast Food 
Hospital Management 
Hotel Management 
Hotel World-Re 
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September pages Paces to date 


National Provisioner . 
1953 1952 1953 1952 jai 





Hardware Age .. 


Progressive Grocer. . { 


4 





Media Changes. . 


Robert W. Roose. . { 
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Richard P. Keine 
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listrict manager ! 


Publishing Co., New Y« 


Raymond P. Sloan . . forn 
and editorial director 


president of Modern 
Chi 
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Public Utilities 


Charles H. Oestmann 
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superv 1 n pu ttions, Charles 
P. Gilkison, Jr., 1 Richard H. Putman 
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Richard E. Schultz 
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Fortnightly . . 





What the Industrial Advertiser 
should expect from his agency... 


THERE are a lot of manufacturers who regard their advertising agency as an outsider— 
they expect miracles from the agency and they want to “tell ’em nothin’! It is the outfit 
like this that is dissatisfied with agency service. How could they secure any other result? 
Any agency and client relationship is two sided. It must be a “hand and glove” associ- 
ation. To make a client-agency association really successful, the agency must have 
enthusiasm for its client and his products, know what is going on and learn every phase 
of the business. The client has the obligation of instilling that enthusiasm in his agency, 
just as in his sales force, and make the basic knowledge of his business available. 
Given that relationship you have the right to expect an understanding of your sales 
problems... an interest that will develop ideas for greater sales and improved selling 
... the ability to secure material for the preparation of advertising to influence a sol- 
ution of your sales problems... an understanding of your art requirements .. . and 
the most economical handling of production possivle. 


At Russell T. Gray, Inc., we have proved that we can learn a business well! So well in 
fact, that in some cases we have relieved the advertising manager and his department 
for the bigger jobs of bezter sales promotion. Russell T. Gray, Inc., makes itself a part 
of the business it serves. 

Russell T. Gray, Inc., specializes in industrial advertising. We have the engineering 
brains and experience here that can meet your engineering department or your sales 
department on its own ground. Behind this is a record of client satisfaction that is 
hard to equal. May we help you? 





De 
RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


° 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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Sylvania bombards dealers with mail 
.. persuades 980 of them to push mail drive 


EVERY MAILING { 


To the dealer. . 


® 10 PERSUADE your dealers to use 
direct mail . . use direct mail. 

That is the technique used by 
Sylvania Electric Products, Inc., 
New York, in a $150,000 campaign 
in which 980 dealers were persuaded 
to participate and in which new lo- 
cal business was built for these 
dealers in many parts of the coun- 
try. 

About a third of the $150,000 out- 
lay was spent on the campaign to 
persuade the dealers to participate, 
and the remainder was spent on the 
actual mail campaign to the par- 
ticipating dealers’ customers. 

The dealers were electrical con- 
tractors, who sell Sylvania lighting 
equipment and make installations in 
factories, offices and stores. 

The campaign to the dealers was 
preceded by an introductory cam- 
paign in 1951, which cost the “aver- 
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- teateres your cenblom of ywatity siecrice! work 
lt egppties (RB anceps tor postage 
be peteted ond meited ter yeu te your fist 


age” dealer a mere $6.50 a year and 
brought some gratifying results 
incluaing a $10,000 increase in sales 
for one dealer at a cost to him of 
$18.60. Then, in 1952, Sylvania 
launched its big campaign to the 
dealer, exploiting aggressively the 
results of the introductory cam- 
paign. The result was participation 
of the 980 dealers 


Mail Peppers Dealers . . What 
was the pattern of the campaign to 
dealers? A series of four printed 
pieces, including two initial teasers, 
were mailed within a month to the 
12,000 electrical contractors with 
whom the company normally does 
business. Following the two teasers, 
the third piece was designed to im- 
press the local contractor with the 
advantages of displaying Sylvania’s 
“Qualified Lighting Contractor” em- 





Read how these Electrical Contrectors 
boosted thes business with Sytvanio's 
powertul promomen. Yew can too! 


R < eer r 
Business paper 


ids aimed at 


blem, which keynoted the entire 
campaign and was aimed at building 
deale: prestige. A final broadside 
urged dealers to tie in with the na- 
tional campaign, gave complete de- 
tails of the dealer advertising plan 
and provided instructions on how 
to participate. 

At the same time, support for the 
mailings came from business paper 
advertising, which featured the con- 
tractor emblem and _ its _ benefits. 
Supporting ads ran in America’s 
Textile Reporter, Business Week, 
Chain Store Age, Contractors’ Elec- 
trical Equipment, Electrical Con- 
struction & Maintenance, Electrical 
South, Electrical West, Electrical 
Wholesaling, Electrical World, Elec- 
trified Industry, Factory Manage- 
ment & Maintenance, Lighting & 
Lamps, Mill & Factory, Newsweek, 


Purchasing, Qualified Contractor, 





Textile World, Time, Today’s Busi- 
ness and Washington Purchasing 
Agent. 

A series of seven follow-up let- 
ters, each enclosing sample mate- 
rials, evidences of dealer successes, 
samples of supporting advertising 
and other promotional matter, con- 
tinued to go out from early May un- 
til late September. 


Dealers Respond .. Then What? 


« « What was the direct mail cam- 


Again Sylvania extends a helping hand 


tiv, 
* % 


NOnTING 
ONTRACTIORJ 


SYLVAMIA oy 
K,, oo 


amaring gains \ast year 


cppertunity WOW) 
“ 


™ 


ntractors) pushed past 


’ emblem 


paign that this bombardment of mail 
sold to the dealers? What was its 
purpose? What did it do? 

Terry P. Cunningham, director of 
advertising, defined the purpose: 
“To sell the services of Sylvania’s 
best customer for lighting equip- 
ment . . the electrical contractor . . 
to his customers.” The campaign to 
achieve that purpose is an example 
of how an industrial manufacturer 
can increase sales by building rec- 
ognition of its dealers’ skills, ex- 
perience, workmanship . . and prod- 
ucts for sale. 

The big campaign was composed 
of three cooperative campaigns, any 
one or all of which the contractor 
might subscribe to merely by fur- 
nishing Sylvania with a minimum 
list of 100 names, sufficient letter- 
heads to cover the mailings, and the 
total cost of postage. 


One of the cooperative campaigns 
included six promotional mailings 
aimed at stores, offices and fac- 
tories; another included three mail- 
ings directed to architects; the third 
included three mailings to general 
building Each cam- 
paign included no more than two 


contractors. 


letters (so that the dealer was nev- 
furnish 


amounts of his letterheads), plus 


er required to excessive 
such promotional material as im- 
printed blotters, brochures, calen- 


For the dealer. . 


dars, gummed stickers, slide rules, 
business cards and return postcards. 
Costs of imprinting were paid by 
the manufacturer, and all return 
addressed to the 


postcards were 


participating dealer 


Seven Helps in One Package. . 
A cooperative direct mail cam- 
paign kit was immediately sent to 
each dealer after his order for par- 
ticipation, accompanied by postage 
costs, was received by the manufac- 
turer. Named a “Profit Proved 
Business Building Program,” this 
three-color triple-fold package con- 
tained just about everything a local 
contractor might conceivably need 
in the field of sales promotion. Its 
contents: 

1. A folder containing a sample 
of each mailing in whichever cam- 
paign he subscribed to 


2. A detailed explanation of the 
nature of the campaign how it 
works, what Sylvania does for him, 
how he will benefit from it, cost to 
him, suggestions for building his 
own mailing list of prospects. 

3. A package of “Qualified Light- 
ing Contractor” labels and large 
decal of the label for his window 

4. Mats for 
directory advertising 

5. Suggested radio and TV talks 


for local use, canned talks for serv- 


classified telephone 


a? 


WIRING INSTALLATION 


SERVICE 


YOUR FIRM NAME 
address and phone number here 


Dealer mailings offered items like gummed 


ibel for switchboxes, phone books 


ice clubs and women’s clubs, out- 
line news releases. 

6. Series of 12 mats for news- 
paper advertising 

7. A 40-page heavily-illustrated 
booklet on “How to Plan and Sell a 
Fluorescent Installation.” 


Don't Overdo It . . Despite the 
obvious inclination to do otherwise, 
Sylvania wisely resisted the temp- 
tation to over-promote its own 
name. The “Qualified Lighting Con- 
tractor” emblem, reproduced on 
some of the mailing pieces, included 
the manufacturer’s name in rela- 
tively small type, but nowhere else 
in any of the “customer” mailings 
did the manufacturer’s name appear. 
The prospect, receiving a letter on a 
dealer’s stationery, enclosing a re- 
turn postcard addressed to the local 


man, was unaware of Sylvania’s 
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part in the program. Sylvania ex- 
ecutives are convinced that this 
technique did much to build good 
will among dealers and helped ma- 
terially to swell the number of local 
contractors participating. 

In addition to the enthusiastic 
dealer response, Mr. Cunningham 
observed, the campaign has “re- 
sulted in invitations to Sylvania 
representatives to appear at meet- 
ings of national and local electrical 
contractors’ groups and associations, 
a procedure not normally followed 
in our industry.’ 

And, as a final achievement, the 
campaign won the annual Best of 


Accent on Counseling .. The Commerce Department n 


like this one in Miami, to help you find answer 


Industry award of the Direct Mail 
Advertising Association 

Encouraged by the response, Syl- 
vania has just launched its third 
annual business building program 
Details of its execution are unde: 
the direction of Charles W. Rein- 
hart, advertising manager for fix- 
tures. The vast technical job of 
handling mailings for the 980 par- 
ticipants was undertaken by Dickie 
Raymond Inc., Boston, and Sylva- 
nia’s own mailing department at 
Buffalo 

The 1953 drive is being conducted 
along lines closely similar to those 
of last year . 


st vy 


yrkeet 
y 1! 


offer easy way to market data 


Don't get lost in U. S. gold mine of facts . . use this guide 


By Stanley E. Cohen 


® ALMOST everyone who has any 
contact with government publica- 
tions goes away convinced that the 
government has a gold mine of in- 
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formation which can be useful in 
planning an advertising and sales 
campaign if there only was a 
practical way to tap the material. 
Government reports can be or- 
dered by mail, by those who have 


the stamina or ingenuity to lo- 
cate what they want. 

But there is a much easier . . and 
more productive way. 

During recent years, thousands of 
business men have discovered that 
the field offices of the Department of 
Commerce are the “open sesame” 
to the valuable information which 
is collected and tabulated by gov- 
ernment departments. 

These field offices were estab- 
lished primarily to “market” the 
publications and services of the De- 
partment of Commerce. However, 
their experienced personnel have 
teletype contact with the Depart- 
ment’s Washington headquarters, 
which enables them to draw readily 
on the publications and reports of 
other government agencies. 

At the present time, the Depart- 
ment of Commerce is operating 33 of 
these offices in key cities through- 
out the country. These are not sales 
offices, in the sense that the visitor 
steps up to a counter and selects 
publications from a card file or 
counter display. 

While these offices sell vast quan- 
tities of publications (they account 
for nearly half the total sale of all 
government publications) the em- 
phasis is on counseling. 

A business man visiting a Com- 
merce Department field office, is 
greeted by a secretary-receptionist, 
who steers him to a specialist. The 
specialist suggests the types of as- 
sistance the office can provide, in- 
cluding specific government publi- 
cations to assist him. 

The field offices are particularly 
useful when it comes to “localizing” 
the maze of business and population 
statistics which are published by the 
Census Bureau and the Commerce 
Department. 

The Bureau of the Census dis- 
tributes comprehensive folders con- 
taining population and housing data 
on a state, national and county level, 
but many kinds of market. decisions 
depend less on population counts 
than on the composition and char- 
acteristics of the population in. giv- 
en areas, 

At Commerce Department field 
offices, business men find govern- 
ment employes who are thinking in 
terms of the local situation. Infor- 
mation may be available from the 
Census Bureau in terms of small 

continued on page 174 





You're talking to the steel processing in- 
dustry and you want to reach decision- 
makers—the men who buy or recommend 
the buying of products and services for the 
forging, heat treating, stamping, forming 
and welding industries. You want a busi- 
ness paper where editorial policy insures 
intensive readership and careful auditing 
prevents waste circulation. This business 
paper should provide thrifty and thorough 
coverage of the enormous steel processing 
industry. 

If these are your requirements, you can’t 
afford to miss STEEL PROCESSING, the 
shop-talking publication that: 


*& Reaches 7,500 key buying authorities in 
the industry. 


When you’re talking to 


i h e stee | Pp amok of -3-B) i ng *% Guarantees “pure” circulation through 
5 CCA audit. 


industry don’t miss the 


Published by 


7500 KEY BUYING =H ste pusticarions, inc 


4 Smithfield Street, Pittsburgh, Pa. 
Phone: COurt 1-1214 





Member CCA 


The Engineering 


FORGING ‘ : and Operating 
¥ Authority for the 


G 
HEAT TREATIN Processor of Steel 


STAMPING ' eS: 
FORMING 4 pittsburgh, Pa. 


FURNACES 3 ae: ° 
WELDING sia Ss . 





Here's Valuable Help For You! 


In Preparing New Schedules .. . 


In Looking for New Market Potentials .. . 





MD&DN makes schedule planning and basic market re- 


search easier, faster and more effective. 


Data on each market 


(87 are covered) includes condensed information on all publi- 


cations serving the field. You don’t have to do a research job 


to locate them. Here in MD&DN most of the basic facts that you 


need to discover new and increased market potentials, and to 


plan preliminary schedules, are readily available. 


For Detailed Information on These Publications See 


Abernethy Publications aire 

Advertisers’ Research Service . 

Advertising Age ... 

Advertising Requirements 

America Clinica : 

American Artisan 

American Builder . . 

American Ceramic Society, The 

American City, The : 

American Dyestuff Reporter 

American Engineer ° 

American Institute of Electrical Engi- 
neers, The ; 

American Lumberman & Building Prod- 

ucts Merchandiser . ; 
American Machinist 
American Metal Market 
American Motel Magazine 
American Restaurant Magazine ; 
American Roofer & Siding Contractor . 
American Society for Metals, The 
American Society of Civil Engineers . 
American Society of Heating and Ven- 

tilating Engineers, The 
American Society of Lubrication Engi- 

neers, The ; 
American Society of Mechanical ‘ Engi- 
neers, 
American Secieiy of Tool Engineers, 

The ..... Insert Between 360-361 
American Trade Publishing Co. . 221, 243 
Annual Butane-Propane Catalog ‘ 
Annual Meat Packers Guide, The .. 
Appliance Manufacturer : 
Applied Hydraulics 
Architectural Record 
ASME Mechanical 

rectory 
Associated Construction Publications 
Automotive Industries ; 61 
Automotive News 
Automotive News of the Pacific North- 

west os 
Aviation Age 
Aviation Week 
Bacon's Clipping Bureau 
Bakers Weekly 
Baking Industry 
Bedding 451 
— ‘aaa Guide and Composite 

Cata a 451 
Best a Inc., ‘Alfred M. ... 319 
Best's Safety & Maintenance Directory 319 
Beverage Media . re 
Blast Furnace and Steel Plant . . 376 


Catalog and Di- 


Insert Between LL 73 
71 


: 221 
222 
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Boat & Equipment News 
Boating Industry, The 
Boxboard Containers 
Bramson Publishing Co. 
Breskin Publications 
Brewers Digest, The 
Brick & Clay Record 
Building Specialties and Home 
prevement Dealer ... 
Building Supply News 
Butane-Propane News . ; 
Butle Typo-Design Research Center . 
Buttenheim-Dix Publishing Corp. 
177, 379, 465 
Butter, Cheese and ilk Products Jour- 
~ ae is : 2 


Candy Industry 
Canner, 
Ceramic Bulletin 
Ceramic Data Book 
Ceramic Industry 
Chemical Engineering Progress 
Chemical Processing . : 
Chicago Thrift-Etching Corporation 
Chilton Publications 
61, 375, Insert Betweeen ee: = 
Civil Engineering : 
Clark Publishing Co 
Clissold Publishing Co. 
Coal Age 
Coal-Heat 
Commercial Craft Edition 
Commercial Fertilizer .. 
Commercial Refrigeration 
Concrete Manufacturer, The 
Concrete Products es 
Conover-Mast Publications 
Insert Between 72-73, 173, 311, 
. Back Cover 
Conover-Mast Purchasing recneni 311 
Construction Bulletin 181 
Construction Digest ... 181, 187 
Construction Equipment 173 
181, 186 
179, 181 


Construction News Monthly 
Constructioneer ... 

Consulting Engineer Insert Between 304- 4 
Contractors and Engineers .. 

Cotton Gin and Oil Mill Press, ’ The 


473 
222, 231, 279 
+o 


Daily Journal of Commerce 
Dairy Industries Catalog 
Davison — G. 
Deep Water .... 

Diesel Engines Inc. 


Diesel Progress .... 
Directory of Iron and Steel Plants .. 
Directory of Steel Processing Plants . 
Dixie Contractor 181 
Dodge Corporation, F. 

88-89, ‘91, 137, 323, 371 
Domestic Engineering 259 
Domestic — Catalog| ’ Diree- 

tory ie 

El Hospital ; 
Electric Light and Power 
Electrical Engineering 
Electrical South fe bik 12 
Electrical West . 257 
Flectrified Ineustry .... - 
Engineering and Mining Journal . 347 


193 
152-153 
ca ae 


Factory Management and Maintenance 313 
Farm Equipment Retailing .. 

Farm Implement News ... 

Feed Ag: 

Feeds Illustrated 

Feedstuffs .... 

Flow .. 

Food Engineering 

Food Processing 

Fortnightly Telephone — oa 
Foundry : : 
Fritz Publications, Inc 

Fueloil & Oilheat 


Gardner Displays “a 

Gardner Publications 

A 

Gas Heat cable 

Gillette Catalog Service 

Gillette Publishing Co 

Golfdom .. 

Grocers Digest, The 44 
Gulf Publishing Co. Insert Between 384- 385 
Gussow Publications Inc., Don cos aan 


Haywood Publishing Co. 152-153, 395, 397 
Heating & ne Equipment News 
. Insert Between 272-273 

Heating and ‘Ventilating 

; Insert Between 272-273 
‘Piping & Air Condition- 

ing ; . 262-263 
Heating Publishers, Inc. .. 260-261, 275 
Heating Ventilating Air Deeper 

Guide ' » ae 
Heinn Company, The . 14 
Hill Publishing Company, Allen Ww. . 274 


Heating, 


Hitchcock Publishing Company 


Hospital Management 
Hotel Monthly, The 
Howes Publishing Co., | 


Ice Cream Review, The .. 
Implement & Tractor .... 
Implement Record 
Independent Petroleum Monthly, The . 
India Rubber World 
Industrial Distribution 
Industrial Equipment News 
Industrial Finishing .......... 
Industrial Heating ........... 
Industrial Laburatories 
Industrial Maintenance 
Industrial Marketing 
Industrial Press, The 366-36 
Insert Between 272-273 
Industrial Publications, Inc. 80-81, 83, 112 
Industrial Publishing Co., The 

.-.. 146, 320, 336, 374, 430, 486 
Industry and Power Insert Between 304-305 
Industry and Welding 486 
— of Radio Engineers, 


he 
Institutions Catalog Directory 
Institutions Magzzine 
Institutions Publications 2-3 
Iron Age, The .. Insert Between 352- 4 
fron and Steel — 370 
IRE Directory, T 
Irving-Cloud Publishing Co. 


Jenkins Publications Inc. 

Jobber Topics 

Journal American Water Works 
Association 

Journal of the American Concrete In- 
stitute 


Kenney Publishing Co. 
Keller Publishing Co. 

King Publications . 

Knitter, The 


Lubrication Engineering 


Machine and Tool Blue Book .... 354-355 
Machine and Tool Blue Book Direc- 

tory 354-355 
Machine Design .. Insert Between 144-145 
Machinery -367 
Maclean-Hunter Publishing Corp. 102, 107 
MacRae’s Blue Book 307 


262-263, 266-267 
« 225 





Contents of the 1954 Edition 
Market Data & Directory Number 


1. The latest data in words, figures, and charts on sales. 


production, consumption, number and geographical distribu 
tion of companies, and buying trends — plus a score of other 
factors significant in selling and advertising to 87 major 
classifications of industries and trades. Information is com 
piled from government agencies, trade associations, publica 
tions and other expert sources, with the result that virtually 
every facet of every market picture is revealed for your 


evaluation. 


2. Over 2,400 business papers, classified according to mar 
kets served, are listed with details on rates, circulations and 


mechanical specifications. 


3. Approximately 200 


leading 


business magazines 


make 


available to you through paid space their own informative 
material on markets, coverage and services. 


4. Trade association names and addresses, 


classified 


cording to markets served, are included to aid you in direct- 
ing inquiries for special information. 


tions are digested and catalogued by markets. 
be delivered to you upon inquiry to MD&DN’s Reader Serv 


ice Department. 


Marine Catalog and Directory .. 
Marine Engineering 
Marine News 
Marine News Annual Directory 
Martin Publication, B. J. 
Masonry Buildirg 
Mass Transportation 
Materials & Methods ... 
Maujer Publishing Co., 
ei _—_ 304-305 
McGraw-Hill International 191 
= Hill iy 
-7, 70-71, 123, 135, ‘191, 
216- 217, 289, 313, 347, 365. 387, 
473, 485, Insert Between 412- 7 
Mechanical Catalog 
Mechanical Engineering 
Mechanization 
Meredith Publishing Co. 
Metal Progress . a 
Michigan Contractor and Builder ..... 
Mid-West Contractor ............. 1 
Military Engineer, The 
Milk Dealer, The .. 
Mill & Factory ... 
Miller Publishing Co., 


Comp any 


‘The 
Mississippi Valley Contractor. 
Modern Machine Shop 


Modern Packaging .. 

Modern Packaging Encyclopedia 
Modern Plastics 

Modern Plastics wnmeee 
Modern Railroads .... ; 
Modern Textiles Mzg zine 
Municipal Index, The ‘ 


National Bottlers’ Gazette ... 
National Miller Pubs., Inc. 
National Provisioner, The 
National Roofer + 
New England Construction 
New Equipment Digest ... 
New South Biker 

Northwest Motor . 


Occupational Hazards .. 
Office App'iances 
Office Appliances’ 
Oil Daily, The 

Olsen Publishing Co., The . 


Buyers Index 


Pacific Printer & Publisher 
Packaging Parade ewes 


Panamerican Publishing Co., Inc. 
Paper and Pulp Mill Catalogue 
Papyw Industry, The ..... ‘ 
Patterson Publishing Co. 
Penton Publishing Co., The 
303, 363, Insert Between 144-145, 
368- = 
Petroleum Engineer, The 
Petroleum Processing .. 387 
Potrolsum Refinor Insert Between 384- 385 
Pit & Quarry 105 
Pit & Quarry Handbook 
Plant Engineering 
Pocket List of Railroad Officials, The 423 
Power Insert Between 412- ae 
Powy Engineering 
Practical Builder 
Practical Publications, Inc. 
Precision Metal Molding ....... 
Proceedings of the 1.R.E. 
Product Design & Development | 
Product Engineering 
Product Enginee-ing & Manag>ment 
Production Equipment 
Public Utilities Fortnightly 
Pulic Utilities Reports, Inc. 
Public Works 
Purchasing 
Putman Publishing Co. ....... 119, 215 
Railway Age .... Insert Between 424-425 
Railway Eyuipment and Publication 
Co., The ea . 423 
Railway Freight Traffic 
251, Insert Between 424-425 
Railway Locomotives and Cars 
Insert Between 424-425 
Railway Purchases and Stores Kees SEF 
Railway Sigvaling & Communications 
Insert Between 424.425 
Railway Supply Industry Yoa-book 
eoccece . Insert Between 424-425 
Railway Track and St uct ‘res 
. Insert Between 424-425 
Reinhold Pu’ lishing Corporation .... 9 
Roads and Streets 
Rock Products bees 102 
Roofiny, Siding & Buildiny Spscialties 
Manu*l ... 5 
Rubber Age 


SAE Journal .... 
Safety, Maintenance and Production . 
Saturday Evening Post, The ... 


5. Market studies especially prepared by business publica 
Copies will 


School Equipment News 

School Executive, The 

Scrcw Machire Erginecring 

Screw Machine Publishing Co., 

Shipping Management 

Siebel Pullishing Company 

Signalm:n's Journal, The 

Simmons-Boaardm2n Pultications 

84-85, 251, 327, Insert Between 424 

Smith Inco porated, Hirry W 

Smith Publishing Co., W. R. C 

Snips Mig:zine . 

Society of Automobil2 Erg neers, The 

Southern Adve-tisiny and Publishing . 

Southern Automotive Jounal , 

Southern Building Supplies 

Southern Chemical Industry 

Southern Food Processor 

Southern Garment Manufacturer 

Southern Hardwire ; 

Southern Industrial Directory 

Southern Jeweler is 

Southern Lumber Journal and Build ny 
Material Dealor, The 

Scuthern Plumbirg, Heating 
Conditicning 

Southern Pow'r and Industry 

Southern Printer, The 

Southern Pulp and Paper Manufacturer 

Southern Stationer and Office Outfitter 

Southwest Builder and Contractor 

Steel cae Insert Between 368 

Steel Processing 

Steel Publications 

Successful Farming 

Super Service Station 


Inc 
25 


and ‘hit 
oa 2 


Inc 


Pi 


The One and Only 


Fact-Packed Reference on 
Both Markets and Media 


Sweet's Catalog Service 91, 137, 323, 
Technical Publishing Co 315, 
Tele-Tech & Electronic Industries 
Telcp'ione Engineer and Management 
Telcphons Ergineer Publishing Corp 
Texis Contractor 
Textile Bulletin 
Textil? Industries 
Text tl: World 

Textil:s Pin mericanos 
Thomas Pu'lishing Co. 
Thomas R2gister 

Tim? International 
Tool Enjineer, The Insert Between 360-361 
Triffic Service Corp., The 2nd Cover, 249 
Traffic Wold 2nd Cover, 249 
Transportation Supply News . 2nd Cover 


299, 


Utilization 
Vance Publishing Co 


Wall Street Journal, The 

Watkins Cyclopedia of the Steel In- 
dustry ‘ ° 

W:ld ny Erg neer, 

W ding Journal, 

Western Builce 

Western Const uction 

Western !ndustry 

Western Union 

Wilson-Cirr Publication 

Wood and Wood Products 

Wood Working Digest 

World Oil Insert Between 384-385 


The 
The 





For Detailed Data See 


Industrial Marketing's 


LOOK FOR 





Annual Market Data 
& Directory Number 


in the advertisement of a 
& D RECTORY NUMBER 
editorial services, 
etc., 
market served. 





means tht the publication has filed, 
detailed 
circulation, 
and that this will be found adjacent to data on the 


THIS EMBLEM 


business publication . . 

in the MARKET DATA 
facts regarding its 
influence, ma:ket studies, 








ctober | 153 /173 





urban places, and census tracts. The 
local field office will already have 
this data, or it can arrange for the 
Census Bureau to make a special 
tabulation at nominal cost. 

In addition to the published ma- 
terials of the various agencies of the 
Commerce Departments, the field 
offices are equipped with the re- 
ports of the Labor Department’s 
Bureau of Labor Statistics, the re- 
ports of the Federal Reserve Banks 
and many other governmental and 
private sources. 

Each office has access to the de- 
partment’s famous “World Trade 
Directory,” a file maintained in 
Washington, listing vital data for 
more than 500,000 foreign firms and 
individuals. 

Besides marketing 
problems, these offices are equipped 
to help in many other ways. Each 
office has a specialist in internation- 
al trade who is able to discuss 
overseas sales opportunities, as well 
as the regulations and special con- 
ditions which are involved in ex- 
porting and importing. Each office 
has a World Trade Directory, listing 


advice on 





more than 500,000 foreign firms and 
individuals 

Field Offices also have daily re- 
ports on what the government is 
buying, and who gets the contracts. 
They are equipped to provide in- 
formation on how to get patents. 
For business men who feel they 
have a problem which necessitates 
a visit to Washington, field offices 
are prepared to smooth the way by 
arranging appointments. 

By far the largest percentage of 
the visitors to the field offices have 
marketing, distribution or produc- 
tion problems 

While field office staff members 
do not try to make a specific recom- 
mendation, they provide facts on 
which a decision can be made. 

Their function is to indicate the 
kinds of help that are available from 
government information. By local- 
izing this information, they may en- 
able an investor to avoid a field 
which is overcrowded, or to spot an 
activity where some additional com- 
petition would be helpful. Many of 
the government publications report 
new product ideas, or new business 








methods which have won accept- 
ance among the most progressive 
members of particular industries. 


What You Can Find Out. . In the 
statistical fields, these are some of 
the chief kinds of census data which 
field offices offer, often in terms of 
the local market: 

Population and population char- 
acteristics .. Age, sex, nativity, race, 
citizenship, school enrollment, years 
of school completed, marital status, 
changes in residence, families and 
households, country of birth, em- 
ployment status, major occupation 
and industry groups and income of 
families. 

Housing 
vacancy status, type of structure, 


occupancy, tenure, 


color of occupants, condition and 
facilities, number of 


plumbing 
rooms, persons per room, year built, 


water supply, toilet and bathing fa- 
cilities, lighting, heating 
equipment, heating and _ cooking 
fuels, kitchen sink, refrigeration 
equipment, radio, television, con- 


electric 


tract or gross monthly rent of rental 
unit and value and mortgage status 














































Kine, 











of owner-occupied nonfarm dwell- 


ing units. 
Wholesale, retail and _ service 
businesses .. From the 1948 Census 


of Business, covering 1,750,000 retail 
establishments, 2,500,000 wholesale 
firms and over 600,000 service estab- 
lishments data on kinds of business, 
size of establishment, employment, 
sales, etc. 

Manufacturers . . From the 1947 
Census of Manufactures, covering 
250,000 establishments in over 200 
industries, data on type of owner- 
ship and control, employment and 
payrolls, outlay for wages and sal- 
aries and for materials, fuel and 
electrical energy, shipments of spe- 
cific products. 

Current statistical 
the Census Bureau . 
on a continuing basis on employ- 
ment, unemployment, consumer in- 
come, number of families, births, 
deaths and population estimates. 
“Facts for Industry” series, covering 
60 industries, give current figures 
on monthly and quarterly basis on 
production and sales. Also: monthly 
figures on retail and wholesale trade 


programs of 
. provides data 


When AMERICAN CITY 


L— 


470 Fourth Avenue 
New York 16, N. Y. 


readers learned 
how LaFollette (pop. 5,600) replaced its ancient 
tubs with a modern clariflocculator (settling 
basin) and filter, and planned a reservoir to 
quadruple its water supply, other communities 
made similar plans for their own benefit. And 
this story has been repeated many times. In the 
development of modern water works, in street 
construction and maintenance, in refuse collec- 
tion and sewage treatment, and in the many 
other complex activities of modern municipali- 
tie, THE AMERICAN CITY has led the way 


to better design and better management. 


420 Leader Building 
Cleveland 14, Ohio 





provide important information on 
shifts in consumer purchasing for 
numerous large cities as well as the 
country as a whole. 

Field Offices have all the 


developed _ by 


basic 
economic 
Commerce Department's authorita- 
tive Office of Business Economics, 
including the comprehensive statis- 
tical tables which are the basis of 


reports 


most long range economic forecast- 
ing. Economic data is often on a 
regional basis, providing the oppor- 
tunity for local adaptation by field 
personnel. 

The counseling service exists only 
in the 33 that have Com- 
merce-operated field offices. But, 
management, the 


cities 
under its new 
Commerce Department has also em- 
barked on a program to make gov- 
ernment publications more readily 
available to business men in hun- 
dreds of communities. 

This so-called voluntary cooper- 
ating office plan involves a network 
of some 750 Chambers of Commerce 
and other organizations, which have 
agreed to keep basic government 
publications in stock. 





A lot of people live in small towns. Like LaFollette, Tennessee, some of 
these smaller communities still treat their water in antiquated wooden tubs and 
filters. What LaFollette has done about its water supply is big news to other towns, 
as the editors of THE AMERICAN CITY know from 45 years of experience. 


volume of advertising 


The American City 





1719 Daily News Bidg. 
Chicago 6, Illinois 


There is no way of estimating the contribu- 
tion THE AMERICAN CITY has made to muni- 
cipal progress in America and in many other 
countries. Modestly stated, it has been substan- 
tial. Its effectiveness in bringing together manu- 
facturers and the buying factors of municipal 
administration is indicated by the very high 


lineage. Furthermore, 








While these local groups will have 
only a sample of the total supply, 
staff members of the cooperating 
groups will be familiar with the oth- 
er materials that available. 
Most of these materials will be ob- 
tainable in a matter of hours from 


are 


the nearest Commerce Department 
field office. 

While the government is current- 
ly setting up a new Small Business 
Administration to encourage estab- 
lishment and growth of new and 
expanding businesses, Commerce 
field offices will probably continue 
to be “headquarters” for the busi- 
ness men who want to tap the res- 
ervoir of government publications 

Small 
will have a substantial program for 
the preparation of leaflets and othe: 
publications dealing with business 
Howeve1 


Business Administration 


management problems. 
these materials will be available at 
the Commerce Field Offices. At this 
early stage in its development the 
agency has no intention of duplicat- 
ing the business counseling service 
of the department. 

As the successor agency to Small 


continued on page 17¢ 





THE AMERICAN CITY is the only national 
magazine devoted exclusively to the munici- 
pal market. 

Write today for a copy of our folder, “Sell- 
ing the City and Town Market.” 









2238 Ben Lomond Dr. 
Los Angeles 27, Calif. 













THERE’S EXTRA Sef IN THE 


| Defense Plants Corporations, Small 

Slant | Business Administration has inher- 

autem ited a substantial library of man- 
Ss ae <a | agement and technical aid leaflets 


ee. = | which are among the most valuable 


-+.fo help you sell Quay f wis government publications offered. 


These leaflets are concisely writ- 
ten to provide small business men 


SOUTHERN* SPIN-WEAVE PLANTS! 
yours exclusively in Sa | with information about the best and 


latest procedures. In the manage- 
ment series, some 33 titles have been 


produced. Typical of this series is 

No. 33, “Depreciation, Deterioration 

r and Obsolescence.” The technical 
| | | series has 29 titles. The most re- 


cent is “Inventions: Government- 
Owned; Government Licensed; and 
ictora . Tal 6 « ” 
oe ae ee ol da Registered for License and Sale. 
market alone aceounts for Textile Bulletin is the only exclusively The agency also has a more elabo- 
J 75% iM ota . . r . ° J o. 
meee, Shen. Sere ae tee Sees Spin-Weave journal of the textile Y ; eer eee ee a ee 
Spin-Weave industry in the rate type of publication in its “Small 
United States. industry. : ies.” 
Business Management Series.” So 
far there are four titles in this 
It : edited a — men series: “Employe Suggestion Sys- 
and operate Southern mills . . . deals ”. 6 , 
COMBINATION ae eee eee ni tem”; “150 Questions for the Pro- 
RATES SAVE YOU only with problems and_ conditions oe aa 
; ee See spective Manufacturer”; “Human 
EVEN MORE! which exist in Southern Spin-Weave ; é > if q 
F. mills and processing plants. The South- Relations in Small Business”; an 
If you want to reach the ern Slant is a precious plus . . . found “Effective Materials Handling for 
ianagelinen-conirimpaynicidibonte only in Textile Bulletin. Small Business.” 
our combination rate for ‘ F : 
ati: Malet mak” ie What’s Available . . . Typical of 
Knitter. 12 pages in each the Commerce Department publica- 
tions which have been produced in 


‘ 





Textile Bulletin gives complete—100% 

than 12 pages in any gen- —coverage of the South’s Spin-Weave 
eral textile journal, mills and their dyeing and _ finishing recent months are: 

plants. Distribution Cost Analysis .. a 

management tool, explaining the 

techniques of distribution cost anal- 

CLARK PUBLISHING CO. ysis at the retailing, wholesaling and 


CHARLOTTE, NORTH CAROLINA B.S manufacturing levels. 
— How Manufacturers Reduce their 


F | Distribution Costs .. Surveys 45 se- 
If SPIN-WEAVE mills are your target =] oo | lected manufacturers who cut mar- 


keting expenses, increased profits. 


THE SOUTH E = i Developing and_ Selling New 
IS YOUR BIGGEST MARKET... a f | Products .. a guidebook to help 


manufacturers reduce the risk in- 
volved in the development and sale 


(24 pages total) cost less 





of new products. 

Market Research Sources . . lists 
governmental and nongovernmental 
sources of statistical and other in- 


WANT TO KNOW (ena ee aes 
‘  « ark > ials and 1 ri 

WHAT SERVICES if | t=, 

Inve : Selli he United States Mark 

ARE OFFERED i initio te aie corona -<m 


seeking to learn how goods and 


BY LEADING F services are sold in this country. 


Has three principal parts: Markets 


BUSINESS ; and Market Data; Distribution 


Channels, Facilities and Services; 


PUBLICATIONS ? | and Developing a Marketing Pro- 


gram. e 
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1001/Circle on Readers’ Service Card 


Having a meeting? Here’s a 
handbook that will help 


Any industrial advertiser who plans or 
conducts meetings will find “The Florez 
Meeting Leader’s Handbook,” Florez, Inc., 
Detroit, extremely valuable. The handbook 
contains checklists covering arrangement 
of time and meeting place, setting up the 
meeting, different types of presentations, 
and a master checklist as a final safe- 
guard. Practical information on length of 
time to allow for film showings, distances 
audience should be from screen, how to 
use flannel boards effectively, etc., com- 
plete this handy tool. 


1002/Circle on Readers’ Service Card 


If you need a picture idea, 
Bettmann has it 

The Bettmann Archive, New York, offers 
a check list of 2,000 picture groups from 
“anesthesia to zodiac” available to ad- 
vertising and editorial artists. Folders 
describing and illustrating Bettman service 
are also available. 


1003/Circle on Readers’ Service Card 


Offer five studies of 
original equipment market 

The use of fasteners in the original 
equipment market is surveyed in “How 
Machine Design Covers the Fastener Mar- 
ket,” offered by Machine Design, Penton 
Publishing Co., Cleveland. Included is 
listing of executives, engineers who specify 
parts, dollar value of fasteners bought, 
where manufacturers buy fasteners. (Sim- 
iliar surveys on gasket materials, rubber- 
metal parts, hydraulic power equipment, 
and antifriction bearings are listed im- 
mediately following.) 


1004/Circle on Readers’ Service Card 
Market for rubber-metal parts 


1008 /Circle on Readers’ Service Card 
A report on gasket materials 


1006/Circle on Readers’ Service Card 
Market for antifriction bearings 


1007/Circle on Readers’ Service Card 
Market for hydraulic components 





1008/Circle on Readers’ Service Card 


Layout hints for the 
busy advertising man 

The Fototype system of preparing lay- 
outs for photographic reproduction is de- 
scribed in ‘Fototype, Catalog 53” by Foto- 
type, Inc., Chicago. Speed in layout pro- 
duction, reduced cost, ease of operation 
are emphasized. The catalog includes 
complete description with illustrations of 
type faces available in Fototype. 


1009/Circle on Readers’ Service Card 


Watch that purchasing lag 
in processing industries 

How long does it take from the inception 
of an original idea to the purchase of nec- 
essary equipment in the processing indus- 
try? Anywhere from six months to four 
years, according to a survey being offered 
in booklet form by Reinhold Publishing 
Corp., New York. The survey is based on 
a study made by the publisher among 
executives in the processing field. 


Readers’ Service Dept. 
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V4 & Send for these helpful selling tools 


1010/Circle on Readers’ Service Card 
Practical tips on good 
advertising reproduction 

The quality of advertising reproduction 
results from the care taken by the adver- 
tiser, the advertising agency, the engraver, 
the publisher, the foundry and the printer. 
Business Week, New York, offers an am- 
ply-illustrated 20-page booklet describing 
in detail the steps taken from the time it 
receives an engraving until the printed ad 
appears. Engraving do’s and don'ts are 
valuable aids to all production and adver- 
tising persons. 


1011/Circle on Readers’ Service Card 
‘Message Repeater’ gives voice 
to exhibition displays 

An attention-getter for exhibition and 
convention booths is the “Message Re- 
peater” described in literature offered by 
Michigan Electronics, Inc., Chicago. De- 
signed to give voice to displays, the gad- 
get has a built-in loudspeaker and can be 
installed by merely plugging into a light 
socket. Personalized messages for both 
indoor and outdoor displays can be pro- 
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* Send for these helpful selling tools 


vided by talking the message into the 
machine. 


1012/Circle on Readers’ Service Card 
There's a “Bonanza Market” 
in the gas heating field 

“A Bonanza Market,” Gas Heat Maga- 
zine, New York, includes curves showing 
sales of gas heating and water heating 
equipment since 1941, maps showing the 
flow of natural gas from field to market, 
storage areas, and total gas heating in- 
stallations by states. A 6-page section 
gives complete details on all gas heating 
sales data for 1952, by product, with price 
information and field trends. 


1013/Circle on Readers’ Service Card 


Some handy ways of filing 
negatives, transparencies 

Industrial advertisers and agencies main- 
taining their own photographic depart- 
ments will find helpful hints on methods of 
filing negatives and transparencies in a 
20-page booklet issued by Eastman Kodak 


al 





“ 


Co., Rochester, N. Y. The booklet de 
scribes tested methods of classifying, iden- 
tifying and storing film and is amply il- 
lustrated. 


1014/Circle on Readers’ Service Card 


Picture anticipated growth in 
power engineering field 

“Power Engineering Data File” contains 
charts and data giving a quick picture for 
anticipated growth in the power engineer- 
ing field over the next 10 years. The book- 
let, offered by Technical Publishing Co., 
Chicago, includes case studies and a 
breakdown of this $122 billion market. 


1018/Circle on Readers’ Service Card 


Mechanical engineers play 
important role in marketing 

The occupational functions of some 35,- 
000 mechanical engineers, members of the 
American Society of Mechanical Engineers, 
are described in the “NIAA Report on 
Mechanical Engineering,” offered by Me- 
chanical Engineering, New York. The 
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booklet provides a breakdown of 40 major 
and some 100 minor fields of activity me 
chanical engineers engage in. 


1016/Circle on Readers’ Service Card 


40% of companies queried plan 
to expand their plants 

“What are Industry's Expansion Plans?” 
is the apt title of a four-page leaflet by 
Mill & Factory, New York, describing re- 
sults of a recent survey. Plant expansion 
at individual costs varying from $40,000 
to $100,000 is noted. The findings of the 
survey are summarized in a “Report to 
Industry” by the publication's Washington 
editor. 


1017/Circle on Readers’ Service Card 


‘Profile of a Dealer’ is 
thorough market picture 


A thorough-going and highly descrip- 
tive analysis of the operations and policies 
of office supply and equipment dealers is 
offered in "Profile of a Dealer,” by Office 
Appliances, Chicago. Prepared to fill a 
long-felt need in the office appliance in- 
dustry, the book includes charts and de- 
scriptive material on such subjects as 
market area, sales volume, salesmen com- 
pensation, catalog selling, advertising 


budgets, among others. 
Pee 


1018/Circle on Readers’ Service Card 


The business cycle begins 
with marketing at GE 


An up-to-the-minute concept of marketing 
is explained in “The Concept of Marketing 
in General Electric,” a reprint from Modern 
Industry, New York, offered by that pub- 
lication. The GE marketing concept in- 
cludes a factual marketing plan, a func- 
tional organization structure and a man- 
Marketing here is more 
it's where the business 


aged operation. 
than selling . . 
cycle begins. 


1019/Circle on Readers’ Service Card 


The buying and replacement 
of machine tools 


“Machine Tools,” by Factory Manage- 
ment and Maintenance, New York, in- 
cludes the results of a study made of a 
cross-section of manufacturing on the use 
of machine tools in industry. It tells the 
type of machine tools bought, annual ex- 
penditures, number of tools used, replace- 
ment policies, buying influences, etc. 








(=) NEWS 


Manufacturers, distributors 
to discuss sales potentials 


® WASHINGTON . . Four workshops 
on industrial marketing problems 
will feature the joint regional meet- 
ing of the American Supply & Ma- 
chinery Manufacturers’ Association 
and the National Industrial Distrib- 
utors’ Association to be held here 
Oct. 16. 

Workshops will deal with success- 
ful promotion methods, how to an- 
alyze your market and set a sound 
sales potential, keeping your sales- 
men fit, and how to reduce dis- 
tribution costs. Discussions will 
cover direct mail, advertising liter- 
ature, methods of establishing sales 
quotas, sales analysis and value of 
factory training. 

The meeting will be addressed by 
the presidents of both associations 

. T. Gordon Vaughan, W. M. Patti- 
son Supply Co., Cleveland, who 
heads the distributors’ association, 
and J. Robert Kelley, of Manning 
Maxwell & Moore, Muskegon, Mich., 
president of the manufacturers’ as- 
sociation. Workshop chairman _ is 
Fred Emerson, Spartan Saw Works, 
Springfield, Mass. 


Do advertisers oppose 15%? 
6.3% say they do, study shows 


® NEW yorRK .. A survey of 101 
companies showed that only 6.3°; 
are dissatisfied with the 15°, com- 
mission system for agency services. 

More than 75% were satisfied with 
15% and 18.5% weren't sure. 

Although a portion were consum- 
er advertisers, there were a sub- 
stantial number of industrial ad- 
vertisers in the group. surveyed. 
This gave it significance that pro- 
vides ammunition for defendants of 
the 15°, commission in a_ verbal 
battle that has developed in recent 
issues of IM over the merits of the 
system (IM, September: also see 
page 78 of this issue.) 

Included in the group studied 
were 68 manufacturers, largely in- 
dustrial, whose budgets range from 
$50,000 to many millions. The sur- 
vey was made by the Sales Execu- 
tives Club of New York. 

Another big question that the 


hat is this 
“earth to hearth” 
business ? 


Well, for one thing, we hired a man to con- 

firm or upset some of our ideas about the 

billion dollar coal market. His quest led him 

to a national coal trade association which does a won- 
derful job for the industry. Having no idea 
who sent him, the people there dispatched 
him back to an outfit called ‘‘Mechani- 


That's us! 


When we're not hiring researchers, we - Sip 
publish two magazines with 5 syllable names my. : 

“Mechanization” and “Utilization,” one with “Wr if 
only 4 syllables, ‘““Mechannual,” and a 4-word <="; at y 

book, ‘Coal Industry Purchasing Manual.” 2 


pe TION covers coal from the mine-owner’s 
- dream to the finished product. It is 
read by 14,500 major buying influences 
in those mines which account for 87% 
of America’s coal output, 95% of 
coal’s purchases. 


UTILIZATION picks up where MECHANIZATION stops, 
never lets go ’til the ashes are hauled away. 
UTILIZATION is unique. It does the work of 


of siren consumption) coal auiiaie: and = 

wholesalers, coal docks and coal handling railroads, 1 manu- 
facturers, steel and cement mills, electric 
utilities and municipal power stations. 


MECHANNUAL records coal mine his- 
tory; forecasts the future; illustrates prog- 
ress through detaiied ‘‘modern mine’ articles. 


COAL INDUSTRY PURCHASING MANUAL tells buying 
influences where to find what they want to buy. 


Thus we're the only publishing house that covers 
coal from earth to hearth. In the process of getting out 
these books, we’ve come to know more coal men and 
more coal users than anybody. We know a great deal 
about production methods, preparation technique, trans- 
portation, retail sales, industrial han- 
dling and burning problems. 

If you have something to sell coal rw 


producers or users, we place our coal — 
authority at your service. 


echanization, Inc. 


MUNSEY BUILDING » WASHINGTON 4, D. C. 


NEW YORK «+ PITTSBURGH ¢ CHICAGO « SAN FRANCISCO « LOS ANGELES 
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In Industry 


You Can't 
Close a Man 


Who Isn't ‘Hep’ 


Somehow, your prospect has 

to learn a lot about the theory, 
virtues, limitations, care 

and application of your product. 


Else he'll never stop talking 
and start acting. 


That's why your field men 

spend so much time with prospects, 
why you have an advertising 
department, and why you publish 
so much literature. 


But beyond all this, the modern 
technical buyer — be he 

designer, production chief, 
chemist, engineer, architect 

or whoever — gets a 

lot of his savvy from the technical 
publications of his profession. 


Working with the business 

paper editors to help them report 
technologies like yours 

— for 22 clients — has built 

this shop to 28 people, every 
account man an engineer. 


Most of our clients have stepped 
up their publicity programs 
well beyond the rate at which 
they began — because they've 
found that they can close more 
business when the prospect is 
“hep” — before the first call. 


Plan a Program 


Don’t you judge publicity as 

a tool of sales — until 

you're “hep.” Lay out a full 
program (not merely an article 
or two.) Then decide. We'll 
blueprint the plan with 

you, for free, if you'll give 

us two hours to ask questions. 


Harry W. Smith 
Incorporated 


Technical Paubltoity and Cditorial Relations 


NEW YORK 

507 Fifth Avenue (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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survey aimed at throwing light up- 
on was: why do advertisers change 
agencies? 

The three leading reasons listed 
were lack of creative ideas, in- 
sufficient interest in the advertiser's 
product, and too little attention from 
the agency’s top management 

The switches, it appears, are be- 
coming faster and more furious 
The survey showed that 34.377 of 
the $50,000-and-over budget group 
changed agencies in the last three 
years, and 32.6% in the previous 
seven years, while 58.7°7 had made 
from one to five changes of agency 
during the past 20 years 

“Satisfactory, but not outstand 
ing,” was the rating given to thei 
present agencies by approximately 
half of the organizations involved; 
41.2% consider them “better than 
expected,” while 9.4°; rate their 
current agency “not as good as ex- 
pected.” About 75% of the agency 
shifts were made on the initiative 
of a dissatisfied client, rather than 
because of any competitive pitch by 
another agency. 

The study showed that the presi- 
dent, advertising manager, vice- 
president, and sales manager, in that 
order, had important roles in reach- 
ing final decisions on agency 
changes, although the advertising 
manager usually played a stellar 
role in initiating the thinking that 
eventually led to the: switch. 

Some 786% of the companies in- 
terviewed from one to four agencies 
before arriving at a final choice 
The three principal reasons for con- 
sidering agencies were (1) caliber 
of top agency personnel, (2) experi- 
ence in their field and (3) the qual- 
ity and quantity of services offered 
Only 6.3% of the respondents called 
the 15% commission system un- 
satisfactory 


Wall Street Journal uses 
commuter posters, car cards 


® NEW yorK . . Commuter posters 
and car cards are being used by the 
Wall Street Journal in a new ad- 
vertising campaign. 

For the first time in its history. 
the business newspaper is display- 


ing 890 posters in 361 stations and 
terminals in the New York metro- 
politan area, including sections of 
Connecticut and Philadelphia. In 
addition, the publication is using 
1,200 interior cards in 600 cars of the 
Long Island railroad 


AWS MCGRIME 


McGraw Plaque in 
London Building 


® THE PLAQUE reproduced above, 
memorializing James H. McGraw, 
McGraw-Hill 
Publishing Co., was unveiled last 
year when the new McGraw-Hill 


co-founder of the 


building in London was dedicated. 
It is on a wall of the directors’ room 
in the building 

The artist who designed the 
plaque worked from photographs. 
but the result is considered an ex- 
cellent likeness of the famous busi- 
ness publisher, who died in 1948 
The work was done under the di- 
rection of Arie Van Goor, managing 
director of McGraw-Hill in London, 
and carries the following dedica- 
tion: 

“Let it be known that this bronze 
plaque is in the likeness of the late 
James H. McGraw, co-founder with 
John A. Hill of the McGraw-Hill 
Publishing Co., Inc.. New York 

“This plaque was presented to 
Curtis W. McGraw, now president 
and chairman of the board of the 
McGraw-Hill Publishing Co., Inc.. 
with respect and in honored mem- 
ory of his father by Arie Van Goor, 
managing director of the McGraw- 
Hill Publishing Co., Ltd., London. 

“The presentation marked the oc- 
casion of the official opening of 


these premises. 95 Farringdon 





im NOWS 

street, London, E.C. 4, as ‘McGraw- 
Hill House’ on this eighth day of 
May in the year one thousand nine 
hundred and fifty-two, in the reign 
of her majesty Queen Elizabeth the 
Second.” 

The artist who 
plaque, was Anthony Caro, 29. He 
has studied at Regent Street Poly- 
technic and Royal Academy of Arts, 
and has worked under Charles 
Wheeler, R. A., and Henry Moore 
While studying at the schools of the 
Royal Academy, he was a bronze 
and silver medallist. He now teaches 
sculpture at St. Martin’s School of 
Art and has exhibited at the Royal 
Academy, the London Group and 
in Bond Street Galleries. 


designed the 


Business papers support 

ad council with 1,160 pages 
Business publica- 
tions 1,160 
space to public service programs 
sponsored by the Advertising Coun- 
cil in 1952-53. 

They donated 500 pages to the 
Register and Vote campaign and ran 
or pledged 660 pages to the National 
Blood program, the Advertising 
Council announced in a report on 
its 11th year. In addition, 625 com- 
panies contributed space in employe 
a gain of 


® NEW YORK 


contributed pages of 


magazines for 2,300 ads 
30% over 1951-52. 


"Modern Highways’ to bow 

in spring of 1954 

® cHIcaco .. Modern Highways, a 
bi-monthly publication devoted to 
the highway field, will make its ap- 
pearance next spri:g. 

The magazine will be published 
by the recently-formed Scranton 
Publishing Co., 185 No. Wabash 
Ave. The company is guaranteeing 
a minimum of 15,000 controlled cir- 
culation among contractors, federal, 
state, city officials and engineers. 

President and publisher of Scran- 
ton Pubiishing Co. is E. Scranton 
Gillette, formerly executive vice- 
president and publisher, Gillette 
Publishing Co., Chicago. Vice-pres- 
ident and editorial director is Stan- 
ley A. Phillips, former sales man- 
ager, sales promotion manager and 
research director County & Town- 
ship Roads and Roads & Streets. 
Gillette publications. 
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horizontal circulation shows a readership of over 
30,000 management, purchasing, and operating personnel who directly control or influ 
ence the purchases of ferrous and non-lerrous metals throughout industry, including 
consumers for manufacturing who cast, machine, form, fabricate or otherwise work steel 
and other metals; consumers for maintenance, such as railroads and other transportation 
services, public utilities, engineering concerns, manufacturers or producers of non-metal 
products; distributors, dealers, jobbers, importers, and exporters who handle steel and/or 
other metals, hardware products, mill and factory supplies; also producers ot iron, steel 
and alloys; non-ferrous metals; mines; blast furnaces; steel works; rolling mills; smelters; 


MARKET COVERAGE — \\i\\- 


refineries; ete. 


DISTRIBUTION 


Consumers of metals for manufacturing and maintenance 
Distributors, dealers, exporters, etc. 

Producers of steel and other metals 

Government Departments, trade on, banks, etc. 
Unclassified PRU CEP KER COMES ERE RYO SEA 


READERS 

Purchasing Agent .. 

Chairmen, Presidents ‘and/or Proprietors 6,216 
General Managers 

Vice-Presidents 

Secretaries 

Treasurers 


ADVERTISERS — (Over 300 leading 


50.56% 


Sales Managers .. 

Works Managers and/or Supts. 

Metallurgists cee 

Other (iargely purchasing, management, 
engineering and scales personnel ... 3,067 


sellers of steel products, non-ferrous metals, ores, 


ferro-alloys, and machinery and equipment used in the metal working industries are regular 


advertisers in AMERICAN METAL MARKET. Many of these advertisers have been 

using AMM continuously for 10, 15 and 25 years--some even longer. This strong trade 

recognition indicates clearly that AMM offers fastest and most direct contact between 
sellers and buyers in the metal working industries. 

REASONS WHY AMERICAN METAL MARKET gives advertisers these advantages: 
FASTEST SERVICE of all metal-trades mediao—first with the latest news of the industry. 
MORE IMPACTS per 5-day week than any other metal-trades paper. 

LOWER COSTS for space than any other metal-trades paper. 

GREATER VISIBILITY than any other metal-trades paper. 

MOST STEEL AND METALS ADVERTISERS of all metal-trade papers. 

MOST WANTED of all metal-trade papers. Subscribers pay $20 a year to read AMM. 


If you sell to the metal working industries, strengthen your advertising program by in 


cluding AMERICAN METAL MARKET. 


AMERICAN METAL MARKET: 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New York 38,°N 








THESE ADVERTISERS USE CHAIN SAW 
AGE, Because It Influences the Owners 
and Dealers of Power Chain Saws 
Strunk Chain Saws, Coatesville, Pa. 
Heller File, Newcomerstown, Ohio 
Lombard Governor, Ashland, Mass. 
Oregon Saw Chain, Portiand, Ore. 
McCulloch Motors, Los Angeles, Calif. 
Mall Tool Co., Chicago, Ill. & Guelph, 
Ont. 
industrial Engineering, Ltd., Vancouver, 
B. Cc 


Wanted: 
PRODUCT MANAGER 
INDUSTRIAL RACK SALES 


Nationally known manufacturer of material 
handling equipment seeks a man qualified to 
organize and promote the sale of a new line of 
industrial racks 

Sclected peson will need to develop sales man- 
uals, catalcgs and literature, price schedules, ington 
advertising, sales training schools, and do some | Hadstone 
personal sellirg. | Calif. 
The opportunity is a rare one. Pacific Chain Mfg., Portiand, Ore. 
Interested, qualified people should write Box CHAIN SAW AGE 

490, Industrial Marketing, 200 E. Illinois St., (National i bed 


Chicago 11, I. 
Portland 66, Oregon 


Titan Chain Saws, Inc., Seattle, Wash- 


Machine Works, Calichan, 
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COMPARE 


TOTAL 
CONTROLLED 


mous, 4682 
ww ov 4000 


IN 





with any 
construction 
publication 
In Texas 


WRITE FOR TRADE DISTRIBUTION AND 
ADVERTISING RATES 


want to reach— 
ELECTROPLATING 


and 


RELATED MARKETS 


ETAL FINISHING 


covers them all 


For 50 years, a steady-growing readership 
of men who direct, control, supervise or 
purchase the equipment, supplies and 
processes of electroplating and allied 
industries. 


LOOK TO: 
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8-9..Gray Iron Founders Society, 
New Hotel Jefferson, St. 
Louis. 


9-11.. American Institute of Laun 
dering, 66th Annual Con- 
vention & Exhibit, Shrine 
Auditorium, Los Angeles. 


10-17..International Dairy Show, 
International Amphitheatre, 
Union Stock Yards, Chicago. 


13-15..Electrical Progress Show, 
Convention Hall, Philadel- 
phia. 


13-16... Federation of Sewage and 
Industrial Wastes Associa 
tions, Municipal (Bayfront 
Park) Auditorium, Miami. 


14-24.. Textile Machinery & Acces- 
sories Exhibition, Belle Vue, 
Manchester, England. 

19-22..Society of Industrial Pack 
aging and Materials Han 
dling Exposition, Mechanics 


Hall, Boston 


19-23... National Metal Exposition, 
Public Auditorium, Cleve- 
land. 


19-23..41st National Safety Con- 
gress & Exposition, sessions 
on industrial safety a: Con 
rad Hilton, Congress, Mor 
rison and Hamilton hotels, 
Chicago. 


20-22..Eighth Annual Combined 
Industrial Packaging and 
Materials Handling Exposi 
tion, Mechanics’ Building, 
Boston. 


26-29... American Public Works Con- 
gress, Municipal Auditorium, 
New Orleans. 


27-29... National Garden Supply 
Trade Show, Long Beach 
Municipal Auditorium, Long 
Beach, Calif 


27-30... Paint Industries Show, Had- 
don Hall, Atlantic City. 


November 


8-11..Eighth Annual Conference 
& Products Exhibit, National 
Institute of Governmental 
Purchasing, Netherland Pla- 
za Hotel, Cincinnati. 


shows 





- National Office Management 
Association Fall Conference 
& Exposition, Shamrock Ho- 


tel, Houston. 


Eighth All-Industry Refriger- 
ation and Air Conditioning 
Exposition, Cleveland Public 
Auditorium, Cleveland. 

New York Export Show, 
165th Infantry Armory, New 


) 
YOrK 


Chemical Industries Exposi 
tion, Commercial Museum, 
Convention Hall, Philadel 
phia. 


December 


3-5.. Illinois Retail Farm Equip- 
ment Association, Morrison 
Hotel, Chicago. 

. Exhibitors Advisory Council 
Trade Show Clinic, Exposi- 
tion of Display Techniques 
ind Services, Hotel New 
Yorker, New York. 

26-31..Exposition of Science and 
Industry, Mechanics Build 
ing, Boston 


January/1954 


11-15..Society of Automotive Engi 
neers, Annual Meeting and 
Engineering Display, Cadil 


lac and Statler Hotels, De 


+ + 


25-26... Plant Maintenance Show, In- 
ternational] Amphitheatre, 


Chicag 


Great Lakes Farm Show, 
‘leveland Municipal Audi 

ium and Exposition Halls, 
Cleveland 


ithwestern Lumbermen’s 


Association, Municipal Au- 


jitorlum, Kansas City, Mo 


February/ 1954 


8-11..National Auto Ac 
Exposition, Navy Pier, Chi- 
cago. 


March/1954 


22-26... Western Metal 


Exposition, Houston 





(a NEWS 


Media Changes. . 


Earl H. Thomas. . has 
American Exporter as 
in the company’s Cleveland office. Mr 
Thomas previously wi jistrict manage! 
for Sweet's Catalog Service Division { 


the F. W. Dodge Cor; and 


Chicago-Midwest Metalworker . . is the 


new name of Chicago Metalworker. Ac 


cording to Robert E. Goodwin, publisher 
of the 1!/:-year-old publication, the new 
name more accurately describes the 

linois, Michigan, Wisconsin and Indiana 


area served 


Russell F. Oakes . . former advertis- 
ing and sales promotion manager, Indus- 
trial Truck Div., Clark Equipment 

Battle Creek, Mich., has joined Flow maga- 
zine, Cleveland, O., as general manager 


William A. Faville . . has been added to 
the sales staff of Reinhold Publi 

advertising management for the American 
Chemical §& Publications. He will 
represent the Journal of Agriculture & F 


Chemistry and Analytical Chemistry 


Sam Witchel . . has been named editor of 
Bottling Industry, Stephen A. Weinstein 
appointed assistant editor, and Robert ¢ 


Snow, associate editor 


Texas Contractor 
New Rates, effective 
Times 


] 


] 
6 : 68 
2 64 

Standard AAAA red, green, blue 


] 
orange, $45 extra per page 


Building Management 

New rates, now effective 
Times Page 2 

l $150 

} 140 

6 125 
Standard CAAA red 
blue, yellow, orange, 


page. 


American Cartagemen 

lication, will make its bo 

publication field September 5 with 
circulation. Published by Harold Reuschle, 
publisher of Trucking News, the address 
of the new publication is Hotel Fort Shelby 
Building, Detroit 26. Readership will in 


clude these trucking and handling classi 


“@. MAJOR 
ELECTRONIC 
MARKETS 


SERVED BY ONE PUBLICATION... 


Electronic 
Equipment 


UNCLUDING INDUSTRIAL ELECTRONIC APPLICATIONS 


WITH A CIRCULATION OVER 
28,000 


1 INDUSTRIAL* 


users of electronic equipment. 


2 MANUFACTURING 


radio, television and other electronic 
equipment. 


3 LABORATORIES 


engineering development, and research. 


4 COMMUNICATIONS 3,107 


commercial, government and private 
applications. 


11,007 
10,036 


3,885 


TOTAL 28,035 








OCCUPATIONAL 
FUNCTIONS 
ENGINEERING & TECHNICAL 
PERSONNEL 90.23% 
MANAGEMENT 8.58% 
LIVE SALES LEADS OTHER ' 1.19% 


ELECTRONIC EQUIPMENT delivered 
over 24,000 active sales leads from ad- EDITORIAL POLICY 


vertising and editorial items in its March 1. PRODUCT INFORMATION 
issue. PROOF of the highest degree of 2. INDUSTRIAL ELECTRONIC 
readership and reader interest APPLICATIONS 


100% VERIFIED 
name circulation ...addressed to indi- 
viduals by name and title, this circulation 
is the best ever offered to advertisers 








*A complete survey report on the Industrial Market and how it uses and buys electronic products 
is available on request 


ELECTRONIC EQUIPMENT 


Published by 
SUTTON PUBLISHING COMPANY, INC. 


ALSO PUBLISHERS OF 


METAL-WORKING © CONTRACTORS ELECTRICAL EQUIPMENT @ ELECTRICAL EQUIPMENT 


172 SOUTH BROADWAY WHITE PLAINS, N. Y. 
WHITE PLAINS 9-8500 
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/@ news 





Introductory 


William S. Smith . . former western adver 


Denson cea ue ates reset Issues 











man ge f Manags : 

1 hed by 1 | ation b : 

ag = . 
COLLATERAL SERVICES FOR GAS HEAT ADVER : W ould you like us to send the 
TISERS; These include a free list of about 1800 : p, : ; 
gas utility executives who told us by questionnaire ; 7 : next two issues of Industrial 
they were interested in gas heating—this list is a Public Utilities Fortnightly . . Washingtor : ‘ : E : 
teal time saver because such executives have CEP yey : Marketing with our compli- 
many different titles in the various Companies; a ee ea — eile ae Se : c - ; 
list of about 1,000 Manufacturers Representatives Woods, Chicago and Cleveland, will be it : ments to your friends or busi- ; 
nd Agents who seli gas heating equipment, parts, Y : imide : ; ; ss ‘ 
pom. rand etc ent Seba oume as the “Basic idvertising representative for the midwe: + ness associates who may not be 





Gas Heat Controls’, and “Gas Heat Service Notes”, ind for western Pennsylvania : acquainted with the helpful IM 


which have been distributed by thousands. We 
also publish a “Rep Digest” several times a year service ? We ll be glad to do 





© Pee cccescoceerss cess ouceorecesecceseccecesceceecesceceooseees 
- SOC C OCS e we ewe en ene EEE EE sees eeEeeeeresesseeeeeees 




















in which we list companies arpa eet ~ a Co. tala : i 
ority) who want the type of Field Representative oy " elsing . . former teacher : . As “ g 4 . re 
and Agent on our list. There is no charge to Enalish and Science at Whittier Hich : SO. Just clip and mail t a¢ cou 
Advertiser or Representative (Sere Lace matunga abaaes Gia : pon to: Circulation Dep't., In- 
We have statistical data (March Issue) available School, Whittier, Cal., has been appoint : mie ‘ 
for advertisers; also a state breakdown of the Se gee ae, See ie Ce : dustrial Marketing, 200 E. Ili- t 
various kinds of gas heating installations now assistant editor i nemical Ft »Ssing : . z othe é ; : 
in operation ined : nois St., Chicago 11, Illinois. 
. y 
G it Re a EQT | Karl Klomparens . . formerly nnected : 
| with Swift & Company's dairy plant ir : . 
| Holland, Mich., has been named assistant ; Please mail the next 2 
editor of Food Processing, Chicag : issues of 
HEATING PUBLISHERS, Inc. : Industrial Marketi 
2 W. 45th St., New York 36, N.Y. ustridi Narkeung 
(MUrray Hill 2-4786) | Dun & Bradstreet Publications Corp. . . : free to: : 
ie ga 5 - yhurch St., New York, is the new name : : 
ind address of Magazines of Industry, In 4 : | 
The newly-named corporation is publisher : : 
HOW | f the merged Dun’s Review and M : Name ws ; 
mcueiry : Business 
TO IMPROVE ‘Street : 
Bruce Wadman .. a graduate : City Z : 
| University and son of the editor : , j : 
YOUR CIRCULATION! ber: . : State 
e lisher, has been nar : : 
For more than 17 years, leading i in ah Hice ; 
successful| Business, Technical, : : ! 
. re . a . , 
General and Trade magaz.nes : Name : 
‘ = —— 4 Paper, Film & Foil Convertor . . is thé : * : 
have used our services and lists a2 arte ag ia Business : 
to re-vitalize their circulations. ee ee ee enn FS : St t : 
Le : 1g The change in name will coincide :ouee 4 
€t us help you too. ms : 
| with a special progres r err ! . City Z : 
W. P. WOODALL co., INC. issue in September : State : 
214 E. 125th St., New York 35, N. Y. : : 
! WRITE, OR MAIL THIS COUPO! : Wilbur W. Young... former managing ed : : 
* TO: W. P, WOODALL CO., INC. ! tor, Diesel Progress, and vice-preside : : 
1 214 E. 125 St, N.Y. C. 35} ied Bssiase, lee Annelies hos lee : Name : 
: From your current mailing lists, ¢ 1 j mt } : ; : 
§ send me information about specific ia a 55s, : Business : 
$ selections for our magazine: (state ¢ wer, IN€ He be re é . : 
¢ readers’ occupations, industries, and ¢ , : a . P : Street : 
E areas) cay | tana Promees by Om oder : City Z . 
; t-- : State : 
: : : : 
: : ; 
aes : | ROTC Journal : ; ‘ 
— ; | New rates, effective in September: : And I ~ : 
a say Isuggested it : 
+ NAME : Times Page 2/3 Page /> Page : gg H : 
: : pact . bees : 
} FIRM oi $1 : $65 : My Name . { 
: eee . : 5 119 8] 62 : t 
} ADDRESS. 10 113 : Address 
i e eaeeeeseeweee eeeeeeen P j : Pees : 
Risa iunecehicembaliaheb ee eee eeneneeueseesssceunaes ou 
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() NEWS 


Harry W. Haines, Jr. . . h 


1 Cn 


issociate 


John F. Lockitt . . h 
ing saies if 


Simmons-B 


John Peter Flynn . . toimerly 
York office of Pit é 


the I 


| Bag the COMBINATION! 
Slanket the MARKET! , 


FW. Doda a Bile: all: ae i When you buy this combination — The PAPER INDUSTRY 

siti: talinccin OE dikadee sok Geli: Madailtic gives you the largest Voluntary PAID Circulation to the men who 

1 the company’s construction news div manage — the men responsible for products and operations, con- 
trol and development — at the lowest cost per 1000. 





fmetioun Exporter « . publication of john shud — The PAPER AND PuLP MILL CATALOGUE puts your 


ston E rt Publishing aa a : ss 
a es gg catalogue advertising into the hands of production executives in 


Sik ck. a: Aa ceed aati EVERY PAPER and PULP MILL in the UNITED STATES and 
* pi a lien : nical ck CANADA. It is the buyers guide of the industry. No other 
ici allie: itll YEARBOOK like it! See SRDS for Combination Rates. 


c Y 
siving nH i + 
jiving up its « 


regional manager 


pris FRITZ PUBLICATIONS. Inc. 23.302 tMoOGARBCRN, SIRES! 


New rates enmective in N vembel - cienmnninumiie ae 
SSSeeeeeeeeeseeseseeeseseeseeeseseeee 


For all the Facts 


Chicago Electrical News 








YOUR NEW YORK-WASHING- 


on Industrial and TON CORRESPONDENT 


Veteran writer on business and related 
topics can take on an additional paper or 
two, with New York and vicinity as his 
territory, and if desired, regular (monthly) 
Washington coverage as well. Compense- 
tion should be on a reasonable monthly 
payment plus space. Long experience and 
familiarity with the areas assure the quality 
of his work. 


Trade Market Data 


Diesel Power .. New York, has increased 


from $270 to 


LOOK in 
industrial Marketing's 1954 


MARKET DATA & 
DIRECTORY NUMBER 


its one-time b&w rate 
after increasing net paid circulation 2 
and controlled 30% in the past ; 

a 13,300 total 


John F. Lechett . . has joined Marine Engi- 


neering, Simmons-Boardman publication 


Address Box 492, industrial Marketing, 801 
Second Ave., Mew York 17, M.Y. 


1s a representative * 








eg SSSSRSSEBteteeseseeaeseeeeeseeeeseeeeeees, 
SSSSSSSSSSSSE ESSE ESSSeSSSeeseseesEeBesee 
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SO WATT. 


ke wes James Wut 
"know, who dragged 
# mito this busiun «* 

oft Menuring Power In a 
kind but firm way he per 
maxied @ larve she horse to rave 
@ weight of 590 pounds to a hemlet of 
ene toot in one second After some dis 
cussion the horse and Watt agreed to call 
this Oue Une of horsepower though 
some claign that the horse wasn't trying 
Many years lever we entered tiie racket 
and before long had a whole team of 
tiny botses worksng in various small 
tools with quite astonwhine etfc 
tency, Watt's ald howe would 
have fele pretty sick if he'd been 
athed to revolve at 2,500 revs 

min. Desourter trained 
hamsare doing it all the thre 
And never get the staggers 


DESO(()TTER 


Spersatise wn Lightangh Pmewmel ime 
Electra Poriabis Toots 











Pah Tools? vus — tve heard of pab tools. I've seen 
pah tools. “lectric ones! Pewmatic ones. Piddlin’ things like what 
you'd give your kid to play wiv. You don’t get me usin’ no pab 
tools. | must of screwed a‘undred milljgn screws in by ‘and and 1 
ain't startin’ no pewmatic doodahs. Pah wools are faster ? Oo wants 
to be faster? Easier? Work wasn’t meant to be easy, mate. Work 
‘as to be ‘ortible or we shouldn't want to stop! You bin ceadin’ them 
Desoutter ads mate, that's wot you bin doin’. You don't want to be 
led away by no advertisements. Stick to your screw-driver, mate, and 
go ‘ome tired of aa evening, same as me. Desoutter/ Pab!/ 

Speciaiiess w Laghuweschs Prrwrasi: @ Electr Por'atble Toots 


~~ 














Can Ads Be Funny .. and Sell?.. |: 


Not just engineers, but ‘human, pleasant to do business with’ 


Obviously, you want to give your business 
to the man who gives most quality at low- 
est cost. But have you ever passed by 
the salesman you couldn't stomach for a 
more sincere and likable sales rep whose 
prices were sometimes slightly higher? If 
you're human, you have. Here's a com- 
pany that puts the idea into advertising. 





® A CHALLENGE to the theories held 
by a significant proportion of Amer- 
ican industrial advertising men is 
inherent in the successful series of 
ads run in business papers through- 
out the British commonwealth by 
Desoutter Bros., Ltd., of London, 
“specialists in powerful lightweight 
pneumatic and electric tools.” 


194 /' justrial Narketi: 


The gauntlet-casting is evidenced 
in the company’s belief that, con- 
trary to broadly accepted thinking, 
engineers and technicians do not 
buy on facts and facts alone. Its 
campaign has been based for many 
years on light, amusing copy, aimed 
at three goals: 

1. Being certain that the audience 
reads their ads, knows who the com- 
pany is and what it does. 

2. Implying that they do it ex- 
tremely well 

3. Giving specific information only 
on rare and specific occasions. 

According to the company’s ad- 
vertising consultant, its technique is 
to use a story that is “largely non- 


sense that tries to be entertaining, 
but with a core of truth and sense 
that. gets over some worth while 
about the company or _ its 
prod.acts It has implied that 
Desoutter are amongst the leaders 
in the field; people with pride and 
confidence in their work. And it 
has implied also that in spite of be- 
ing brilliant engineers, they are hu- 


point 


man and indeed very pleasant to do 
business with.” 

Desoutter bases its approach on 
the belief that buyers want facts and 
figures from leaflets, catalogs and 
handbooks, and from direct discus- 
sion with manufacturers’ represent- 
atives, as well as from actual tests 
and demonstrations. Therefore, the 
company’s theory goes, the major 
functions of business paper adver- 
tising are to guarantee that when a 
prospective customer is in the mar- 
ket he will think of Desoutter, and 
to pave the way for a friendly re- 
ception to the manufacturer’s sales- 
man 





And here is a typical sample of 
the copy approach that has proved 
so successful in the far-flung regions 
on which the sun never sets: 

“It was James Watt, y'know, who 
dragged horses into this business 
of measuring power. In a kind but 
firm way he persuaded a large shire 
horse to raise a weight of 550 pounds 
to a height of one foot in one sec- 
ond. After some discussion the 
horse and Watt agreed to call this 
One Unit of horsepower, though 
some claim that the horse wasn’t 
trying. Many years later we en- 
tered the racket and before long had 
a whole team of tiny horses work- 
ing in various small tools with quite 
astonishing efficiency. Watt's old 
horse would have felt pretty sick if 
he’d been asked to revolve at 2,500 
revs. per min. Desoutter-trained 
horses are doing it all the time. And 
never get the staggers.” 

All this is tied up with their slo- 
gan “Call up the little horses,” and 
run under the headline, “So Watt.” 

Sales figures over a_ period of 
years seem to prove the point that 
it is reasonably certain that anyone 
likely to want small power tools will 
recall the name Desoutter. s 


Sales aegnadll » e« When 


Warner, art dire 
vy 


expressed the 
essed by Rodney Hunt 
Turba-Film” evay 


Jesign for 


1s well 


which 


ON CATALOG STANDARDS — | 


A Heinn Sales Tip for You... \~* 


KEEP A TIGHT REIN | 








AND PREVENT 
RUNAWAY 





xoiWan Gowr ANY 


eer ere” 


If sales costs run high for sales volume, take a 

critical look at your catalogs and manuals. Do they 

save your salesmen time by telling the complete story quickly and 
in good sequence? 


If Heinn custom-styles loose-leaf catalogs for you, your salesmen have 
real selling tools to help them make the most of every minute. Your 
catalogs are always up to date and in sequence .. . with durable, 
impressive covers that show unmistakable touches of Heinn crafts- 
manship. 


Repeat orders prove that hundreds of America’s industrial leaders 
recognize Heinn superiority—and accept no substitute in loose-leal 
catalog systems. 

pennumenie of the Loose-Leaf ne of ean 


THE HEINN COMPANY 
322 W. Florida St., Milwaukee 4, Wis. ail, 
information, please. Sos on 


(C) Catalog Covers (0 Salesmen’s Carry-Cases [1] Salesmen’s Binders 
C) Proposal Covers CJ Price and Parts Books C) Plastic Tab Indexes 
CD Easel Presentations ([((] Acetate Envelopes C) Sales-Pacs 

(] Sales and Instruction Manuals [_] Business Gifts as Goodwill Builders 


NAME TITLE 
COMPANY 
ADDRESS 
CITY 


Representatives In 
Principal Cities 
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PACIFIC NORTHWEST 


CONSTRUCTION 
MARKET 
DEPENDS 


ON THE 
PORTLAND, OREGON DAILY 


JOURNAL 
) of COMMERCE 


FOR VITAL 
BUSINESS NEWS 
Just 10 construction companies, 
picked at random from D.J.C. 
subscribers, use over $1,000,000 
worth of petroleum products and 
tires alone a year. Two-thirds of 
the circulation of the D.J.C. is to 
construction men who must have 
the latest daily industrial news. 
Write for comets copy. 


Daily JeusnalofLommerce 


711. Southwest 14th Ave. 
Portland 7, Oregon 
















Working Tool of 
Pacific Northwest Business 


INTENSE RAILROAD 
o READERSHIP GAVE IT 
ADVERTISING 
LEADERSHIP! 



























in format, 
Editorial impact 
and Readership 









write for sample 
copy and see! 


- & POWERFUL! 


(Wy use it, and know! 











ws & 


Modern 
Railroads 


201 NW. WELLS STREET 
CHICAGO 6 ILLINOIS 
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INSLEY 







ripods, light meters, to sh 


Pipeline Contractors 


ova First, vinenggaal sound ow i 


Insley salesmen 


Cover story 


® INSLEY MFG. Indianapolis, 


has a theory 


CORP., 


about industrial ad- 
vertising. 

Armond L. Perkins of A. L. Per- 
kins & Co., the agency handling the 
account, explains it like this: “Our 
theory is that construction equip- 
ment can only be effectively adver- 
tised by showing it at work. There- 
fore, almost all of our attention is 
given to the photographs used.” 

In the photographs, the job often 
overshadows the machine. The com- 


pany believes that buyers and busi- 


ness paper readers are interested 
not in the machine alone, but in 
what it can do. Therefore, if the 


prominence of the machine has to 
be sacrificed to show the job, that is 
what is done. 

“We believe that good industrial 
is 90% photography,” 
observes. “For that 
our own 


advertising 
Mr. Perkins 
reason, we 
photographic staff, although we are 
and we maintain a 
studio and 


have set up 


a small agency, 
complete photographic 


for industrial campaign 


erequisite: photo must she 


On A SEWER 
INS LE Y CONSTRUCTION PROJECT © 


salesmen with cameras, 


w what's happening 








technical lab in our offices.” 

Carrying this policy an unusual 
step further, the company has armed 
its salesmen with _ photographic 
equipment and relies on them to 
take many of the pictures used in 
the advertising. The agency has 
given brief training to the salesmen 
before they tried their hands as 
photographers. How they 
turned out in this capacity? 

“The salesmen have tarned out to 
says Mr. Perkins. “They 
are especially good because they 
know what to look for. The chief 
secret of success has been to im- 
press upon them the importance of 
using a tripod and a light meter.” 

But the company is versatile in 
its source of photos. In addition to 
those taken by the agency staff and 
the sales staff, commercial photog- 
used on 


have 


be good,” 


raphers are sometimes 
hard-to-get shots 

A basic format is used consistent- 
ly in ads running in national, re- 
gional and Canadian business pub- 





























lications. A large photograph covers 
most of the page, with the Insley 
logo and company slogan . . “There’s 
an Insley working near you” . . at 
the top of the page next to a simple 
poster head such as, “Loading Logs” 
and “On a Pipeline Project,” which 
label the ad to help attract the right 
readers. Brief copy runs beneath 
the photograph. 

The company’s selling philosophy 
is that the more you sell the easier 
it is to sell. If you sell a machine 
on the north side of town (and espe- 
cially if it’s run by a good operator), 
it’s a lot easier to sell a machine on 
the south side of town. On that 
line of reasoning, all of the ads pre- 
sent the equipment at work on ac- 
tual jobs. 

The company is reluctant to re- 
lease its complete schedule, but ads | 
run regularly in four national and 
16 regional construction publications 
and in materials handling, oil, ag- 
gregate and lumber publications, 
and Fortune. * 


Office supply dealers spend 
1% of sales on advertising 
® CHICAGO The average 
supply and equipment dealer spends | 
1% of his net sales for advertising | 
and promotion, a study by Office | 
Appliances shows. 





office | 


The largest dealers . . those with 
a dollar volume of more than $1,- 
000,000 . . spend 2% of the volume 
on advertising and promotion, using 
only a few media. 

The study, “Profile of a Dealer,” 
was conducted for the publisher on 
an industry-wide basis by Elrick, 
Lavidge & Co., Chicago, and results 
are based on 903 replies to a ques- 
tionnaire that was sent to some 4,000 
dealers. 

Ads in the classified section of the 
phone book, along with newspaper 
and direct mail advertising are used 
most, according to the study. The | 
only other advertising methods used 
to any extent include radio adver- 
tising and the distribution of calen- 
dars and novelties. 

The various media, and percent- 
age of dealers using them, are: 
classified section of phone books, 
72%; direct mail, 71%; newspapers, 
71%; radio, 31%; novelties, 24% 
calendars, 22%; all others, 18%. & 


For Complete C0 V ERA GE 


OF THE 


IRON and STEEL 
PRODUCING 
INDUSTRY 


Yes, the Iron and Steel Engineer 
gives you complete paid coverage 
of all branckes of the iron 

and steel producing industry 
including engineering, 
maintenance, rolling mill, 

plant administration, executive 
administration, blast furnace, 
coke plant, steel making, etc. 

All important buyers in all 
phases of the industry are 
consistent readers of the Iron and 
Steel Engineer—your best 
advertising buy. 


Write for Your copy of this New 
Booklet: “ HOW TO SELL TO THE IRON 
AND STEEL PRODUCING INDUSTRY" 


Iron AND Steel ENGINEER 


1010 EMPIRE BUILDING 


Straight Line Selling 


—to the $521 million 
Sleeping Equipment Market! 


rule that says: “A straight 
distance between two 


There's an old 
line is the shortest 
points.” 

BEDDING can be that straight line—from 
you direct to the bedding manufacturers-—the 
shortest, quickest route to ‘‘MORE SELLI!'’ 


BEDDING, the industry's ONLY book, is a 
‘must’ publication that sells to this market 
exclusively! Page ads only 334¢ per sub- 
scriber (12-time rate). 


For Detailed Data See 


Industrial Marketing's 


Annual Market Data 
& Directory Number 


Send for media 
data file and 
copy of maga- 
zine. 


Merchandise Mart, Chicago 54 


PITTSBURGH 22, PA. 


mail coupon 
this famous 


» @ 


Business Getter 


Sliding 

button gives 4 \ 
blade CO 7 
Retails 95¢ 


iMusteates firm 

name imprint 

for year long 
» remembrance 
+) 


No obligation . . . it’s 

free . . « a beautiful, 
always useful, GITS 
Sliding Blade Knife to 
acquaint you with GITS 
“Business Getters.” Unique, 
appropriate gift items for 
your customers this Christmas 


*Free to business firms— attach letterhead 

GITS MOLDING CORPORATION 
| 4600 W. Huron St., Chicago 44, Ill 
Send me free GITS KNIFE and name of Adver- 
tising Jobber to show GITS “Business Getters.” 
Nome_____ Title sina 


Address 
re 


a Stove 


a ——~ 1105 


Zone __ 


7 
| 
| 
| 

Company a — | 
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TO REACH THE 
7,500 CHIEFS 
in the 
CONSTRUCTION 
INDUSTRY 
who buy 
Materials 
Tools 
Equipment 
and 
Services 


for use in construction .. . 
you should use the 


JOURNAL of the 
AMERICAN 
CONCRETE INSTITUTE 


18263 W. McNichols Rd., Detroit 19 
See your 
MARKET DATA & DIRECTORY 
NUMBER for details 











YOU'LL SELL MORE 


jwith an 


at your Expositions, T rade | 
» Shows, Sales Meetings, etc. 
Send for Free Folder 


IVEL CORPORATION, 


96-22 43 Ave. Corona 68, N.Y.C. 
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Agency Changes . . that help sell f 


Harold Warner Co 


Sterling Advertising Agency . . Nev 


Schram Advertising . . 


Are you satisfied with 
your product’s identification? Sales and 
advertisiney men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
reflects your product’s quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation. Write for your copy 
Edwin L. Karpick . . former engineering of “Etched or Lithographed 

i f Steel, ha: ined the sta ol Metal Products of Quality” 
with full color examples of our 
name and instruction plates. 


Humbert & Jones . . New York, has been — GHICAGO THRIFT—ETCHING CORPORATION 
uppointed to handle advertising for Hy 1555 N. Sheffield Ave., Chicago 22, Ill., Dept. @ 
I SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 





: EASTERN REPRESENTATIVE 
Toledo Advertising Agency . . [olei For Business-Paper Publisher 

nted to handle nat Experienced former advertising executive 
of institutional business paper in the East 
available for advertising coverage of the 
territory on suitable basis. Arrangements 
can be made for office and telephone serv- 
ice if desired. Familiar with East from 
Boston to Washington, especially New York 
and vicinity. 

oe ee ae a a | Address Box 493, Industrial Marketing, 801 

Coteen € Co. . . newly created New found ie, ow You 7, a. 


T 








America Ben J. Cothran resident Gt 

bien D. Hayes, vice pr nf versea Your 

ind Franklin Greene, president, pul Hi 

MEDIA AND MARKET 


FACTS FOR BUILDING 
YOUR 1954 SCHEDULES 


. . see the hundreds of pages 
of data covering 87 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 
. +. in your 


1954 INDUSTRIAL MARKET 


DATA & DIRECTORY 
NUMBER 


A. R. Booker 


Sam M. Ballard. . { 














R230 


R229 


R228 


R227 


R226 


R225 


R203 


R200 


R196 


R19] 


R16) 


R160 


R154 


Reprints of editorial features 
are offered here as a special 
e service to IM readers. Please 
send number and name of 
! e : ei } its article with exact amount in 
coins, stamps or check to: The 
Editor, Industrial Marketing, 200 
; ; E. Illinois St., Chicago. 
of Industrial Marketing Sorry, we can't handle credit 
orders under $1. We'll be happy 


feature articles yl Z/ to bill you for larger sums. 


Forecast 6. 9% gain in 1953 for business paper ad volume 
by Angelo Venezian, August, 1953. S0c 


w Send for available 





Which ad attracted more readers? 
A selection of Starch scored ads from Industria] Marketing's monthly { 


Sales promotion ideas 

A selection trom Industrial Marketing’s monthly department 
IM goes to a trade show . . and learns about exhibiting 
July, 1953. 75e 


You are now entering the industrial merchandising era! 
by G. D. Crain, Jr., May, 1953. 25c 


What 641 leading advertisers spend in business papers 
May, 1953. 50c 


479 advertising agencies place 470,022 business paper pages 
April, 1953. oe . yi atten 


7 industrial advertising paid o 
An NIAA study of 17 case 1 a-ne Dong June 1951-Dec. 1952. 50c 








How to know when to use 
by Thomas A. Staudt, Oct., 1952. 0c 


Four steps to evaluating inquiries . . duds or hot ones 
by Sidney Clayton, Nov., 1952. 35c 


What advertisers should know about industrial copy 
by Michael Stumm, Nov., 1952. 35c 


Eight advertisers tell results from external publications 
by John B. Mannion, July, 1952. 25c 


Business paper volume may hit third annual record in 1952 
by Angelo Ventas, Sept., 1952. 25¢ 


pag A will happen to expanded vias capacity? 
by W. A. Marsteller, June, 1952. 25c 


How to live happily with your agency . . and vice versa 
by Howard Sawyer, April, 1952. 25¢ 


91 companies report . . industrial salesmen earn average $8.000 in ‘51 
by Merle Kingman, Mar., 1952. 25¢ 


Industrial ad budgets to a 2. 16% in ‘52 
by Bob Aitchison, Jan., 1952 


Salaries of i irial ad s rise in a ll years . 
Median Fed en advertiser spends $150,000 
by Bob Aitchison, Nov. and Dec., 1951. 25e 





Today's cheap advertising dollar . . is it fact or fancy? 
by Borden Putnam, Nov., 1951. 25c¢ 


1951 business paper volume to reach all-time peak 
by A. R. Venezian, Sept., 1951. 25¢ 


How to use Starch readership reports 
by Howard G. Sawyer, July, Aug., 1951. 25¢ 


Today's sales incomes can get out of hand . . stop them 
by Birney Miller and B. K. Moffitt, June, 1951. 25c 


A guide to better publicity 
by members of the Industrial Publicity Association, New York 


How industry buys 
by John H. Platten, Oct., 1950. 25c 


How business papers can meet their new competition 
by William A. Marsteller, April, 1950. 25c¢ 


How to advertise to business men 
by Howard G. Sawyer. Selected from a 1949-1950 series of articles. 75c 


We went to four-color inserts on a cut budget 
by Clifford Stubbs, June, 1948. 25c. 


Mockup demonstrator improves salesmen’s closing ratio 
by H . Bluethe, Oct., 1948. 25c. 


Gola newspaper advertising to spot industrial buyers 
Wilhelm Ferdinand, Aug., 1948. 25¢ 


How can I find what type to use? 
by A. Raymond panos April, 1948. 25¢ 


Market research ¢ distribution costs 
by Richard D. Crisp, oy nigh 25e¢ 











P/: XN 
Pou MINING 


is read by 
MEN who BUY! 


@ Coal Mining takes your 
sales message to buyers wherever coal 
is mined. Its carefully controlled circula- 
tion, revised daily, guarantees you max 
imum advertising contact with operating 
executives, managers and supervisors 
engaged in the production of bituminous 
and anthracite. 


lt pays to advertise in 
COAL MINING 


J. O. Vinney, president, Speco, Inc., 
Cleveland paint manufacturer says: “We 
have advertised exclusively to the min 
ing industry in Coal Mining since 1946. 
Results have been consistently good and 
our sales have increased steadily 


A. 6837 


¥ COAL MINING — 


4575 Country Club Drives Pittsburgh 27, Pa. 
Serving the coal industry since 1899 




















How Seal-O-Matic Cut 
Costs $352,000.00 
And Saved 81% 


Man-Hours 


One of biggest mailings ever under- 
taken! 63,000,000 24-page bookiets 
with two inserts (name of mailer in our 
files). 

Actual cost savings were reported in 
excess of $352,000.00, Traditionally an 
envelope mailing, it would have taken 
more than 125,000 man-hours—just 
to process for mailing. 

Ten SOM's, working two hifts, finished 
the job in 60 days .. . an actual sav- 
ing of 81% in total man-hours!! 

This phenomenal performance by SOM gave still 
another saving—in time and shirping costs 
Formerly shipped out to various district offices 
for a decentrel zd mailing, several thousand 
clerical workers were forced to interrupt their 
regular office duties to move these mailings out 
as rapidly as possible 

Having the entire job completed so rapidly 
mide it possibile for 135 men to complete the 
job easily and rapidly—at ONE centralized office 
In terms of efficiency and time gained at these 
district offices, the effect of SOM on this job 
was astronomical. 

Want to know how YOU can cut mail- 
ing costs? 

Want to show your clients a real step- 
up in DM production? 

Write today for details on how SOM 
gives you faster economy in handling 
self-mailers. 


Seal-O-Matic 
MACHINE MFG. Co., Inc. 
407-B CHESTNUT STREET 
$0. HACKENSACK, N.J. 


Automatic Sealing Service, inc. 
115 Christopher Street. New York 14, N. Y. 
exclusive operators of SOM in New York area. 








October 1953 /189 








Says MASS TRANSPORTATION 
boosts sales for clients 4, 1\ews If you wish to reach the 


coal trade use 
Advertiser Changes. . 


CHICAGO NEW 
Manhattan Bidg. Whitehall Bidg. 





For over 67 years the leading 
journal of the coal industry 





WHAT'S GOING 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon’s Publicity Checker in 99 
Robert S. Maddox . . has been appointed market groups. 
wholesale sales promotior ' Ask for free copy of Booklet No. 50 
| =a : = ree 1. “Magazine Clippings Aid Business” 
A.C. PALM, President, Palm & Patterson, inc, § “"" ° nee ‘ , i ae Ce Order Bacon's Publicity Checker on Approval 
Cleveland advertising agency, says: “We are Maddox has been h Willard since 19 Price $6.00—it vill aieitie aes 
placing advertising for nine of our client com- | shes cts vehebiid mice : 
panies in MASS TRANSPORTATION. All are secur- A 
ing excellent sales returns.” MASS TRANSPOR- «= SORROD CICCOUNT @XeCu BACON’S CLIPPING — 
TATION’s circulation goes to all top executives 343 So. Dearborn St., Chicago 
of transit companies throughout the nation. 
To reach the men who buy, put your sales 


ster)" MASS TRANSPORTATION! | i monsisowier tint hoa Mee on oe 


3 Monroe Posting Machines. Contact 
Paul H. Peck . . ha een a nte id Mr. Kettner, Whitehall 4-4367, Mer- 
, - chandise Mart, Chicago. 





rt r 


1anag 











ve advertising 
to provide 
et Data 


. titi 
O. P. Donahue . . formerly of Power Prod 12 years of survey'ng compes" 


rtisers enable us 
w cost. 98@ Mark 


rther information. 
’ / 


aratton, W has been ay for leading adve 
monthly date at te 


m 1u Page 17 for fu 
WIDE RANGE OF PRODUCTS USED BY THE : e search 
OIL HEAT DEALER Ss be 
The equipment required for the oilheating and James V. O'Leary . . 
fueloil dealers, manufacturers and jobbers in this 
field is wide in range and character. Our dealer: : J 
operate about 75,000 fueloil delivery trucks and 
semi-trailer service trucks. Every time our field . i 
sells 300 more burners, a new fueloil delivery truck ent I vew fOr me ha eer 
equipped with pumps, valves, reels, hose, nozzles with the mpanv nee } ON PRODUCT APPLICATIONS 
meters and other accessories must be bought. Bulk ae Nationwide organization of 500 capable Phote- 
Storage tanks, pumps, loading racks, gauges Reporters provides effective way to obtain 
pipe and hose must also be bought. Motors Walt A. F i os i pear tas on-location photos, reports anil releases for 
pumps, fans, valves, etc., must be bought to alter A. Furst, Jr. . . snes advertising, editorial and research purposes. 
replace parts and service the nearly 6% million f the Rochester office Jationa ra { F informati it r phone 
oilheating jobs now operating : A EEE ER 

1d r 1s been a nted advertising SICKLES PHOTO - REPORTING SERVICE 


They buy shop equipment. pipe cutters, stee! 
shears, bending brakes, pipe benders, welders 38 Park Place, Newark 2, N. J. 


and bench tools of all kinds used in installing ——s re nomen _— iss — —_— 
rar Se pr ES pe an et er ata ee eee the Real Push 
: 359; I lumi ! ja f ‘ 
sready do. and another Motmehame torche —~, , behind Sales! 
shop Pee se ae a ee ad medium to reach over 13.000 sheet 
metal. ventilation and warm air 


They also buy the materials to make, sell and . erect. : 4 | ore, 
install conversion burners, boilers, furnaces, hot William L. Whitcomb . . former adve } iat Martetnn Data Ban Indus- 


water circulators, blowers, boiler and furnace manage W ei Monr } os e 
accessories, tanks, tubing, valves, filters, con , ll at adh a ‘es | Snips Magazine 
trols, etc. for the estimated 800,000 jobs this NaS DSN GPPOuNed Assisian . say 5707 WEST LAKE STREET CHICAGO 44, ILLINOHS 
year. About 15% of this work will be replacing f i G ; 
older burners and 85% for new installations 
replacing other types of firing in older homes and , . 
in newly built homes, FUELOIL & OIL HEAT i: INDUSTRIAL ADVERTISING COPYWRITER 
their guide, counselor and friend—they look to FOR OHIO AGENCY. MUST HAVE GOOD 
its editorial and advertising pages as they have i € : | ADVERTISING EXPERIENCE WITH ESTAB- 
for the last 33 years, for progressive and depend . LISHED INDUSTRIAL ADVERTISER OR 
able advice and information }; hame of the former turnace Qivislor no AGENCY. SALARY BASED ON EXPERI- 
| y I ENCE AND ABILITY. REPLIES HELD 


HEATING PUBLISHERS, Inc. | |’ a s ee pnewagaie ia pngys a CONFIDENTIAL. 


2 W. 45th St., New York 36, N.Y. Re al Box 489, INDUSTRIAL MARKETING 
(MUrray Hill 2-4786) ! wn } , | 200 E. Illinois St., Chicago 11, fll. 


hela li¢ manag 
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Index to Advertisers 





*Abernethy Publications ... 50 
*Advertisers’ Research Service 190 
Air Force 
*American 
American Aviation 
*American Ceramic Society 
American Chemical Society, 
The 
*American City, The 
*American Metal Market .. 
*American Society of Civil 
Engineers, The 
*American Society of Mechanical 
Engineers 
*American Society of Tool Engi- 
neers, The ....Insert Between 32-33 
American Telephone & Tele- 
graph Co. 
Analytical Chemistry 
*Annual Meat Packers Guide ... 
*Appliance Manufacturer 
*Architectural Record 
*A.S.M.E. Mechanical Catalog 
and Directory ... 
Associated Business Publications. 
The 74-75 
* Associated ‘Construction Publica- 
tions .. i . 66-67 
*Automotive Industries we 
*Aviation Age 4th Cover 


*Bacon’s Clipping Bureau ...... 190 
*Bedding Beas . 187 
*Rest Company. Inc., Alfred M. 48 
Black Diamond .. 190 
*Bramson Publishing Co. . 88-89 
*Rreskin Publications .. 51 
Business Week Insert Between 96-97 
*Butane-Propane News 83 


Canadian Industrial nian 
News 
Cantine Co., The Martin ... 
*Ceramic Bulletin 
Chain Saw Age 
Chemical & Engineering News . 
Chemical Engineering .. 122-123 
Chemical Engineering Catalog .. 53 
*Chemical Engineering Progress 8 
Chemical Materials Catalog .... 56 
*Chemical Processing . . 28-29 
Chemical Week . wee. 94-95 
*Chicago Thrift-Etching Corp. 588 
*Chilton Publications 7 
*Civil Engineering ... 
*Clark Publishing Co. 
*Coal Age es 
Coal Mining ; 
*Commercial Fertilizer 
*Conover-Mast Corp. ....Facing 
..Page 97, 116-117, 120, 4th Cover 
*Conover-Mast Purchasing Direc- 
tory .......Facing Page 97 
*Construction Bulletin . 65-67 
*Construction Digest 
*Construction News Monthly 
. 66-67, 192 
*Constructioneer .... 
*Consulting Engineer 
Insert Retween 64-65 
Contractors Electrical Equip- 
ment 
Croplife 


*Daily Journal of Commerce ... 186 
*Dixie Contractor, The 

*Dodge Corp., F. W. 
, 132-133, 140-141 
*Domestic Engineering . 45 


Eastman Kodak Co. ........... 107 
*Electric Light & Power 

Electrical Equipment 

Flectrical Manufacturing .... 
*Electrical West .. 

Electronic Equipment 


*For detailed reference data 


Engineering News-Record .. .152-153 

*Factory Management & Main- 
tenance 

Finishing Publications, Inc. 

*Food Engineering 

*Food Processing 

*Fritz Publications, Inc. 

*Fueloil & Oil Heat 


Gage Publishing Co. 136-137 
*Gardner Publications ... ie 
*Gas Heat Sic vaesae ig a 

Gits Molding Corp. ............ 187 

Gray, Inc., Russell T. .. oa, aoe 
*Gulf Publishing Co. .. 47, 55 


*Haywood Publishing Co. ......24-25 
*Heating & Plumbing cena 
News .... 93 
*Heating & Ventilating eee eek ee 
*Heating, Piping & Air Condi- 
tioning . 2 
*Heating Publishers. Inc. ... 182, 190 
*Heinn Company, The ... 185 
*Hitchcock Publishing Co. 17, 91 


*Implement Record 31 
*Industrial Equipment News .... 23 
*Industrial Heating 3rd Cover 
*Industrial Marketing 164-165, 172-173 
*Industrial Press, The 80-81, 93 
*Industry and Power : 
ee Insert Between 64-65 
*Institute “of Radio Engineers, 
ne: THe... : 
Interstate Photographers er. 
*Iron Age 98-99 
*Iron & Steel Engineer ; 187 
Ivel Corporation an 


Jefferson Electric Co. 
*Jenkins Publications, Inc. .. 83 
*Johnson, Inc., Franklin H. .... 
Insert Between 16-17 
*Journal of the American Con- 
crete Institute ........ ; 188 


*Keeney Publishing Co. ..... 2, 10-11 
Kettner, Mr. ; io ae 
*King Publications .. 31, 43, 139 


*Machine and Tool Blue Book .. 
*Machinery 
*Maclean-Hunter Publ. Corp. . 
*MacRae’s Blue Book 
*Marine Engineering 
Marsteller, Gebhardt 
Inc. 
*Mass Transportation 
*Materials & Methods 
*Maujer Publishing Co. .. 
Insert Between 64-65 
*McGraw- Hill Publishing Co., Inc. 
2nd Cover, 27, 33, 36-37, 49, 70- 
71, 94-95, Insert between 96-97, 
112-113, 122-123, 125, 152-153, 163 
*Mechanical Catalog ‘. 34 
*Mechanization Fe sien Nee 
Metal Finishing 180 
Metal-Working .... i, eee 
*Michigan Contractor & Builder 66-67 
*Mid-West Contractor 
*Mill & Factory 
*Miller Publishing Co., The 
*Mississippi Valley Contractor . 
*Modern Machine Shop 
*Modern Packaging 
*Modern Railroads 


& Reed, 


National Business Publications, 
Inc. 

National Industrial Adv. Ass’n. . 149 

*National Provisioner, The .. 44 

*New England Construction .. 66-67 

*New South Baker a 
Newsweek 


Oil and Gas Journal, The 
Organic Finishing 


Palm, Fechteler & Co. 
*Panamerican Publishing Co. ... 
*Paper & Pulp Mill Catalogue .. 
*Paper Industry, The 1 
*Petroleum Engineer, The 
*Petroleum Processing 
*Petroleum Refiner 
*Pit and Quarry ; 
*Plant Engineering : 144-145 
Plumbing & Heating Business 115 
*Proceedings of the I.R.E. 151 
*Product Design & Development 
Insert Between 16-17 
*Production Engineering & Mgmt. 
88-89 
Procressive Architecture 126-127 
*Public Works 16 
*Purchasing 120 
*Putman Publishing Co. . .28-29, 129 


*Railway Age 104-105 
*Reinhold Publishing Corp. 

-osvssO=?, Sa. om SR 26-127, 159 
Remington Rand, Inc. 155 
*Rock Products 108-109 
*Safety, Maintenance and Produc- 
tion . 48 
*Saturday Evening Post, The 135 
Seal-O-Matic Machine Mfg. Co. 189 
Sickles Photo-Reporting Service 190 
*Simmons-Boardman Publ. Corp. 

; .63, 104-105 
*Smith, Inc., Harry W. 178 
*Smith Publishing Co., W.R.C. 1£0-161 
*Snips Magazine .. 190 
*Southern Advertising and Pub- 

lishing 50 
*Southern ‘Food Processor 50 
*Southern Garment Manufacturer 50 
*Southern Jeweler ..... 50 
*Southern Printer .... 50 
*Southern Pulp and Paper Manu- 
facturer 
*Southern 
Outfitter .. 
*Southwest Builder & Contrac- 
tor . 66-67 
*Steel Processing 171 
*Steel Publications, Inc. 35, 171 
Sutton Publishing Co... Inc. 
13, 14, 15, 181 
“Sweet's Catalog Service 20-21, 132-133 


Stationer and Office 


*Technical Publishing Co. 144-145 
Texas Construction ae . 180 
*Texas Contractor P 
*Textile Bulletin 
*Textile’ Industries 
*Textile World 
*Textiles Panamericanos . 
*Thomas Publishing Co. . 
*Thomas Register .. 
*Tool rn The 
sn Insert Between 32-33 


Universal Match Corporation 


*Vance Publishing Corp. 
Viewlex, Inc. 


*Wall St. Journal 

*Watkins Cyclopedia of the Steel 
Industry 

*Western Builder 

*Western Construction 

*Western Industry 

*Western Union .... 

*Wood and Wood Products 

*Wood Working Digest 
Woodall Co., Inc., The W. P. 

*World Oil 


see The Annual Market Data & Directory Number 





want to reach 


THE INDUSTRIAL 
COATING MARKET 


ORGANIC FINISHING 


has complete coverage 


For 50 years, a steady-growing readership 
of men who direct, control, supervise or 
purchase the equipment, supplies and 
processes of surface treatment with paints, 
lacquers, enamels and varnishes. 


LOOK TO: 


ADVERTISING 
PAGES 


«+. were placed in Construction News 
Monthly during 1952. These adver- 
tisers concentrated their sales efforts 
at the local level. Construction 
News Monthly's circulation blankets 
the construction industry through- 
out Oklahoma, eastern Missouri, 
Arkansas, western Tennessee, Mis- 
sissippi and Louisiana with local 

bid news, local job pictures, local 
contracts and awards, and news 


about local people in the industry. 


Construction 
News Monthly 


LITTLE ROCK, ARKANSAS 
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Which ad 
attracted 
more readers? 


® THE TWO ADS were about equal 
in attracting notice, but the Sim- 
mons ad was read more thoroughly. 

Simmons earned a “read most” 
score of 11%, compared with 7% 
for Jones & Lamson. Probably the 
reason why the Simmons ad was so 
well read is that the headline told 
enough of the story to provoke in- 
terest and some questions in the 
reader’s mind, but withheld the an- 
The reader was forced to 
read the copy to get them. 


swers. 


The reason the “noted” score was 
not higher might have been the lack 
On the 


basis of its experience in measuring 


of a dominant illustration. 
readership of business papers ads, 


Simmons 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 65 


Daniel Starch & Staff, Mamaroneck, 
N. Y., observes that the “noted” 
score usually should be about 
double the “read most” score. In 
the light of this, Simmons, which 
earned a good “read most” score of 
11%, failed to achieve a potential 
22% “noted” score. When the 
“noted” score is less than double the 
“read most,” Starch observes that 
the most common reasons are (1) 
irrelevant illustration or lack of 
dominant illustration, (2) poor 
copy, (3) lack of continuity in il- 
lustration, headlines and text and 
(4) headlines that leave little in- 
centive to read the copy. 

The scores of the Simmons and 


J&L ads, reported by Starch: 


J&L 
Seen- 


Noted Assoc. 


Read 
Most 





% of Readers % 14% 


Cost Ratio 


Q Noted denotes the percentcge of 
readers who, when interviewed, said they 
remembered having seen an ad—-whether 
or not they associated the ad with the 
name of the product or advertiser. 


G Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 
name of the product or advertiser. 


rR) Read Most denctes the per cent of 


% 13% 13% 7% 


346 108 130 189 


readers who read 50% or more of the 
copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who '’noted,” 
.or example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped’’ 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost above 100 is above 
average; below 100 is below average. 





It takes six months to four years 


to make purchase . . survey 


® NEw yorK .. A time lag of any- 
where from six months to as long as 
four years exists from the inception 
of an original idea to the purchase 
of necessary equipment for opera- 
tions in the processing industries, 
according to survey results issued 


in a booklet by the catalog division 
of Reinhold Publishing Corp., New 
York. 

Based on a study made by the 
publisher among executives in the 
field, the booklet is available upon 
request to Douglas N. Livingston, 
sales promotion manager for the 
company at 330 West 42 St., New 
York 36, N. Y. 
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and more manufacturers selling these markets 
usel. H. than any other publication! 


Reach over 16,000 Operating Officials and Executives, Plant 
Superintendents and Shop Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Combustion and Fuel 
Engineers, Heating Specialists and Heat Treaters through I. H. 
Industrial heating, as a market, is now in a period where 
industry is reappraising all manufacturing operations that 
involve the use of heat, with a view of immediate and exten- 
sive replacement by modern equipment... and I. H. reaches 
every man concerned with industrial heating operations .. . 
100°< coverage, regardless of classification. 

I. H. Produces Results . . . Because I. H. is the only publication 
editorially specializing in all the industrial heating processes 
and equipment needed in the manufacture, finishing, process- 
ing and heat treatment of metals and other products, adver- 
tisers have found that I. H. can and does move large and 
small equipment, accessories, materials and supplies 
economically in all classifications. 

On the right is a partial list of the products I. H. has success- 
fully sold. Write today for specific recommendations on how 
to sell your products most effectively through I. H. 





If you make these products 
sell them through 


INDUSTRIAL HEATING 


Industrial Furnaces of all kinds . . Heat 
Treating Furnaces . . Forging Furnaces 
Melting Furnaces ... . Draw Furnaces 
Billet Heating Furnaces . . . Normalizing 
Furnaces .... . Galvanizing Furnaces 
Soaking Pits .... Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Recuperators . . . . Galvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment .. . Spray Booths... . Kilns 
Induction Heating . Burners . Pyrometers 
Valves Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples . . . . Heat Exchangers 
Heat- and Corrosion-Resistant Alloys 
Retorts . Handling Devices . Conveyors 
Blast Gates . . Refractories . . Insulation 
Insulating Refractories ........ Fans 
Exhausters . . . Blowers . . . Boosters 
Melting Pots 
Salt Baths Immersion Heaters 


Carburizing Boxes 


Quenching Machines . . . . Quenching 
Compounds . Heat Treating Compounds 
Fuels .... Fuel Pumps... . Strainers 





INDUSTRIAL HEATING 


1400 UNION TRUST BLDG., PITTSBURGH 19, PA, 
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He's Getting Results... Are You? 


inquiries produced. If you are not now in AVIATION AGE, 


Together with more than 300 other AVIATION AGE ad- 
vertisers, this man is getting visible results from his 
advertising ... more sales leads, nine times out of ten, 
than from all other aviation magazines combined. 


In 1953, AVIATION AGE relayed to manufacturers more 
than 93,000 inquiries from technical-management men in 
all fields of 93,000 requests for help... 
93,000 opportunities to land a contract. 


aviation 


If your advertising is already reaching the more than 
30,000 technical-management readers of AVIATION AGE, 
ask your sales department to show you their record of 


call your local AVIATION AGE representative. He'll be 
vlad to show you the results your competitor is getting 
from AVIATION AGE. 


To get results in the aviation market, tell your product 


story in AVIATION AGE... 














Industrial Marketing 


1953 portfolio of award-winning industrial ads 

Let’s have showmanship . . it’s ballyhoo plus facts 
Idea book hikes Blackhawk prestige with distributors 
Key steps of catalog design: nuclei, sectional plan 
Best-read industrial ads .. photos outpull drawings 


What will “automatic factories” do to markets? 





“What happened to the time?” . . Air Express, p. 177 





want to reach 


THE INDUSTRIAL 
COATING MARKET 


ORGANIC FINISHING 


has complete coverage 


For 50 years, a steady-growing readership 
of men who direct, control, supervise or 
purchase the equipment, supplies and 
processes of surface treatment with paints, 
lacquers, enamels and varnishes. 


LOOK TO: 


ADVERTISING 
PAGES 


. were placed in Construction News 
Monthly during 1952. These adver- 
tisers concentrated their sales efforts 
at the local level. Construction 
News Monthly's circulation blankets 
the construction industry through- 
out Oklahoma, eastern Missouri, 
Arkansas, western Tennessee, Mis- 
sissippi and Louisiana with local 
bid news, local job pictures, local 
contracts and awards, and news 


about local people in the industry. 


Construction 
News Monthly 


LITTLE ROCK, ARKANSAS 
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Which ad 
attracted 
more readers? 


® THE TWO ADS were about equal 
in attracting notice, but the Sim- 
mons ad was read more thoroughly. 


Simmons earned a “read most” 
score of 11%, compared with 7% 
for Jones & Lamson. Probably the 
reason why the Simmons ad was so 
well read is that the headline told 
enough of the story to provoke in- 
terest and some questions in the 
reader’s mind, but withheld the an- 
swers. The reader was forced to 
read the copy to get them. 

The reason the “noted” score was 
not higher might have been the lack 
On the 


basis of its experience in measuring 


of a dominant illustration. 
readership of business papers ads, 


Simmons 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 65 


Daniel Starch & Staff, Mamaroneck, 
N. Y., observes that the “noted” 
usually should be about 
double the “read most” score. In 
the light of this, Simmons, which 
earned a good “read most” score of 
11%, failed to achieve a potential 
22% “noted” When the 
“noted” score is less than double the 
“read most,” Starch observes that 
the most common reasons are (1) 
irrelevant illustration or lack of 
dominant illustration, (2) poor 
copy, (3) lack of continuity in il- 
lustration, headlines and text and 
(4) headlines that leave little in- 
centive to read the copy. 

The scores of the Simmons and 
J&L ads, reported by Starch: 


score 


score. 


J&L 
Seen- Read 


Noted Assoc. Most 








of Readers 


Yost Ratio 


Q Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 


name of the product or advertiser. 


6 Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 


name of the product or advertiser 


rR) Read Most denotes the per cent of 


13% 13% 7% 


108 130 189 


readers who read 50% or more of the 


copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad ‘stopped’’ 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost above 100 is above 
average; below 100 is below average. 





It takes six months to four years 
to make purchase . . survey 


® NEW yorK .. A time lag of any- 
where from six months to as long as 
four years exists from the inception 
of an original idea to the purchase 
of necessary equipment for opera- 
tions in the processing industries, 
according to survey results issued 


in a booklet by the catalog division 
of Reinhold Publishing Corp., New 
York. 

Based on a study made by the 
publisher among executives in the 
field, the booklet is available upon 
request to Douglas N. Livingston, 
sales promotion manager for the 
company at 330 West 42 St., New 
York 36, N. Y. 





and more manufacturers selling these markets 
use!l.H. than any other publication! 


Reach over 16,000 Operating Officials and Executives, Plant 
Superintendents and Shop Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Combustion and Fuel 
Engineers, Heating Specialists and Heat Treaters through I. H. 
Industrial heating, as a market, is now in a period where 
industry is reappraising all manufacturing operations that 
involve the use of heat, with a view of immediate and exten- 
sive replacement by modern equipment... and I. H. reaches 
every man concerned with industrial heating operations... . 
100°. coverage, regardless of classification. 

I. H. Produces Results . . . Because I. H. is the only publication 
editorially specializing in all the industrial heating processes 
and equipment needed in the manufacture, finishing, process- 
ing and heat treatment of metals and other products, adver- 
tisers have found that I. H. can and does move large and 
small equipment, accessories, materials and supplies 
economically in all classifications. 

On the right is a partial list of the products I. H. has success- 
fully sold. Write today for specific recommendations on how 
to sell your products most effectively through I. H. 





If you make these products 
sell them through 


INDUSTRIAL HEATING 


Industrial Furnaces of all kinds . . Heat 
Treating Furnaces . . Forging Furnaces 
Melting Furnaces .... Draw Furnaces 
Billet Heating Furnaces . . . Normalizing 
Furnaces Galvanizing Furnaces 
Soaking Pits .... Annealing Furnaces 
Open Hearth Furnaces and Accessories 
Recuperators . . . . Galvanizing Kettles 
Rod Bakers . Dryers . Industrial Ovens 
Air Heaters . Dust Collectors . Ventilating 
Equipment ... Spray Booths .. . Kilns 
Induction Heating . Burners . Pyrometers 
Valves Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples . . . . Heat Exchangers 
Heat- and Corrosion-Resistant Alloys 
Retorts . Handling Devices . Conveyors 
Blast Gates . . Refractories . . Insulation 
Insulating Refractories ........ Fans 
Exhausters . . . Blowers . . . Boosters 
Melting Pots 
Salt Baths Immersion Heaters 


Carburizing Boxes 


Quenching Machines . . . . Quenching 
Compounds . Heat Treating Compounds 
Fuels .... Fuel Pumps... . Strainers 





INDUSTRIAL HEATING 


{400 UNION TRUST BLDG., PITTSBURGH 19, PA, 
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He's Getting Results... Are You? 


inquiries produced. If you are not now in AVIATION AGE, 


Together with more than 300 other AVIATION AGE ad- 
vertisers, this man is getting visible results from his 
advertising ... more sales leads, nine times out of ten, 


than from all other aviation magazines combined. 


In 1953, AVIATION AGE relayed to manufacturers more 
than 93,000 inquiries from technical-management men in 
all fields of aviation... 93,000 requests for help... 
93,000 opportunities to land a contract. 


If your advertising is already reaching the more than 
30,000 technical-management readers of AVIATION AGE, 
ask your sales department to show you their record of 


call your local AVIATION AGE representative. He'll be 
glad to show you the results your competitor is getting 


from AVIATION AGE. 
To get results in the aviation market, tell your product 


story in AVIATION AGE... 


NB P NEW YORK 17,N.¥ 





